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McDonnell Aircraft wanted seating 
to reduce the fatigue factor 












y OY ... the preferred furniture of great and growing organizations 


(Circle number 134 for more information) 


.. they chose 


There’s no “fatigue letdown” in this busy engineering department, with its 
“personalized” posture seating by Royal! Telescoping chair legs permit 
quick individual seat-height selection. Back rest adjusts forward, backward, 
up, down, to exactly suit each person’s needs. And the sturdy construction 
for which Royal is famous means top efficiency and economy year after year. 


In drafting rooms, factory or front ofiice—Royal posture seating helps 
create efficient alertness that assures better, safer work. See what 60 years’ 
service to business and industry has achieved in modern seating . . . write 
for your free Catalog No. 7001. Royal Metal Manufacturing Company, 
One Park Avenue, New York 16, N. Y., Dept. 4-L. 


A drafting room at the McDonnell plant in St. Louis. Good lighting, spacious work 
areas, efficient arrangement and Royal-developed posture seating make this a good 
place to work. 
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KEEPS TRACK OF MILLIONS DAILY 
NEW YORK, N.Y. 

The operations of hundreds of clerks in Merrill Lynch, Pierce, 
Fenner and Smith’s 125 offices are backed up by Recordak 
Microfilming in the Home Office cashier’s department. 

Outgoing stock and bond certificates worth millions—along 
with the related charge-out orders—are whisked through a 
Recordak Microfilmer before being forwarded to customers and 
other brokers. (Hundreds of front-and-back pictures are made 
in a minute. Films are developed by local Recordak Processing 
Station ... are ready for use the next morning.) 

Thus, should a ‘“‘ecommon”’ stock certificate ever be charged 
out as ‘‘preferred,’’ the error can be spotted in a Recordak Film 
Reader in minutes—saving days or weeks of tracing, and 
sparing customers considerable inconvenience. 





SPEEDS HANDLING OF DEALER PAYMENTS 


FORT MADISON, IOWA 


It used to take the W. A. Sheaffer Pen Co. 14 man-hours daily 
to balance payments from dealers and prepare cash journal 
sheets. Now payments are handled in less than 5 hours. New 
system made possible by Recordak Microfilming substitutes 
a film record of remittance papers for cash journal sheets. 
Lhis also speeds Credit Department work—lets them check 
past receipts immediately in Recordak Film Reader. In addi- 
tion, Recordak Microfilming cuts filing space and improves 
internal control. 
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Short cuts with Recordak Microfilming 


Latest reports on how this low-cost photographic process is simplifying routines 
for more than 100 different types of business . . . thousands of concerns 
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BILLING MADE EASIER 
BOSTON, MASS. 


The 125-year-old S. S. Pierce Company is world-renowned for 
its products, customer service, and handsome catalog, The 
Epicure, which is distributed semiannually to more than 100,000 
connoisseurs of fine foods. 

Recordak Microfilming makes it easier to bill the thousands 
of charge account customers who order through The Epicure or 
trade directly with the firm’s eight stores (three in Boston, four 
in suburbs, one in West Hartford, Conn.). This low-cost photo- 
graphic process lets S. S. Pierce return the original sales checks 
to the customer with a brief statement— does away with typing 
an itemized bill. This reduces billing costs. Also eliminates copy- 
ing errors and delays in mailing. 


HOW YOU CAN 
PROFIT, TOO 


Chances are Recordak 
Microfilming is now 
simplifying routines just 
like yours. Write today 
for free booklet giving 
over-all picture and de- 
tails on Recordak Micro- 
filmers, priced as low as 
$550. No obligation 
whatsoever! 





Price quoted subject to change without notice. 


=RECORDPK 


(Subsidiary of Eastman Kodak Company) 


originator of modern microfilming— 
now in its 3lst year 


eeceececececees MAIL COUPON TODAY cees 





























: RECORDAK CORPORATION : 
* 415 Madison Avenue, New York 17, N. Y. ° 
. Please send free copy of . 
z “Short Cuts that Save Millions.” : 
; Name Position : 
; Company a oa ° 
° Street : 
* City State ; 
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For your next convention, 
first check... 


= 
SOAS 


/) 
L 
Mm 
A 
a 
al 
O 
Z 





HOTELS 


... then Sheraton experts 
will help you check 
all these other details... 








SHERATON HOTELS BANQUET GUIDE ané CHECE LIST 





WRITE TODAY 
for this big FREE guide and 
check list of 149 items that will 
help your next banquet or convention 
run like clockwork. Address: 





Convention Headquarters, Sheraton Hotels, 


SH ERATON HOTE LS my Sheraton-Park Hotel, Washington, D. C. 


COAST TO COAST IN THE U.S.A. AND IN CANADA 


EASTERN DIV. PITTSBURGH ALBANY a Bel MIDWESTERN DIV. LOUISVILLE Hascera eg Ind. PACIFIC DIV. CANADIAN DIV. 
NEW YORK Penn-Sheraton Sheraton-Ten Eyc CHICAGO Sheraton Hotel rench Lick-Sheraton 
SAN FRANCISCO 

Park-Sheraton BALTIMORE ROCHESTER Sheraton-Blackstone _/he Watterson RAPIDCITY,S.D.  Sheraton-Palace ate 

Sheraton-East Sheraton-Belvedere Sheraton Hotel Sheraton Hotel DALLAS Sheraton-Johnson S eraton-Mt. Royal 
Ps (formerly the BUFFALO Sheraton Hotel LOS ANGELES The Laurentien 

Ambassador) cca esigohoaey Sheraton Hotel DETROIT (opens early 1959) SIOUX CITY, lowa — Sheraton-West 

Sheraton-McAlpin Sheraton Hotel eraton rote Sheraton-Cadillac AUSTIN Sheraton-Martin (Formerly The TORONTO 

Sheraton-Russell PROVIDENCE | Me a a CINCINNATI aeeachan: Sanus Sheraton-Warrior Sheraton-Town House) King Edward Sheraton 

BOSTON Sheraton-Biltmore Sheraton-Gibson Motor Hotel SIOUX FALLS, S.D. PASADENA 

BINGHAMTON, N. Y. é NIAGARA FALLS, Ont. 

Sheraton-Plaza ATLANTIC CITY Sheraton-Binghamton ST. LOUIS AKRON Sheraton-Carpenter — Huntington-Sheraton —_ cheraton-Brock 

WASHINGTON Sheraton Ritz-Carlton (opens early 1959) Sheraton-Jefferson Sheraton Hotel Sheraton-Cataract PORTLAND, Oregon 

Sheraton-Cariton SPRINGFIELD, Mass. MOBILE, Ala. OMAHA INDIANAPOLIS CEDAR RAPIDS, lowa_ Sheraton Hotel HAMILTON, Ont. 

Sheraton-Park Sheraton-Kimball The Battle House Sheraton-Fontenelle Sheraton-Lincoln Sheraton-Montrose (opens fall 1959) Sheraton-Connaught 


For reservations by the new 4-second Reservatron or direct-line Teletype, call your nearest Sheraton Hotel. 
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Contents 


Workshop for management—ideas you can use right now ............0.. 0.00 eee eee 


This roundup of management ideas—culled from experiences in firms around 
the country—will make your job easier, your company more profitable. 


How to find and build a business of your own 2... <5..6 656 6 68 555.855 sae oe eee 


Here’s how a big company sales executive found a small firm to head, and 
how he and his number two man make it personally rewarding and gratifying. 


Who would own your business if you died right now? ....... Pee pes Pa: Baer llega a 


Are you the major owner in a closed corporation? This hypothetical case 
shows how to protect your estate against loss of company control. 


This sales reoorc: Hedieis macwe GONDE ..... . ss. 6 is 6 oon. v cnc vn eu se Cea el eee oe 


This simple, low cost sales record points the salesman to the customer who 
is ready to buy, then aids the salesman when he makes the sale. 


How to tackle six common worker woes ............cccccccecccceece, 


Here is guidance for the two steps of complaint handling; finding the real 
cause of trouble, and taking the action that will really solve it. 


Have you considered a camipeny GHOR? . 4... iiss aa See eee ia 


Firms are finding that few employee programs can match the triple value 
and the economy they get from a well-organized employee singing group. 


How to facelift a facade without surWery .:... . 2.6 se esh ei  eeee  Si 


You don't need a big budget to update an outmoded building front. Here’s 
how an ingenious new look was achieved at only $5 per square foot. 


Departments and short features 
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We’ve got a wonderful story 


to tell you about plant location . . . 


inthe SOUTH... 


of course 


in GEORGIA... 


of course 


in ATLANTA... 
of course 


and in the NEW 
FULTON 
INDUSTRIAL 
DISTRICT... 
OF COURSE! 


Just outside the Atlanta city line, with the markets, men 
and materials this location assures. Direct truck and 
train transport to all of the busy South. Complete 
facilities. Park-like deed provisions guard your property 
values, long-range. Your key people will enjoy life in 
Atlanta. 





May we send you a brochure that tells the story 
fast, and to the point? 


ADAMS-CATES COMPANY, Realtors 
Exclusive Sales Agents 
201 HURT BUILDING e ATLANTA, GEORGIA 
} Or if you wish... consult your local broker 
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It’s the 
SECOND telephone 
that marks the 
efficient 
executive! 


O™ is the regular rented (outside ) 

telephone for calls to and from 

customers and suppliers. 

The other is P-A-X—a private dial telephone 

system for calls within your organization. 

It provides complete separation of “outside” 

and “inside” calls. 

P-A-X steps up operating efficiency and slashes 

costs because it: 

e gives you “inside” service 24 hours a day—without 

an operator 

e reduces the amount of rented equipment required, i’ AX 

confining it to “outside” service needs 

BUSINESS TELEPHONE 
SYSTEMS 






e ends employees’ aeedless effort and wasted time in 
contacting each other—provides split-second exchange 
of information and instructions 


e leaves your present switchboard free to handle “out- A gh NEA TORR ees 
“de” call ft] 2 elites | Automatic Electric Sales Corporation 
side cals swiitly and emiciently | Northlake, Illinois 
e provides better internal communication for all those | (0 Send me information on P-A-X 
who need it, limits outside service to those who should | (C0) Have your representative call 
have it. Sask ee ee AOR aint toe. 
Available in any size system from ten telephones to | C 
" pA | OID csincnedaa teates sUsdmice< chad ce bond sansacnanedscbenmeedane 

hundreds, P-A-X has proved itself a time and money 
saver for hundreds of leading firms. Find out how it can Type of Business..............--.----------rso-censsrsnrnsnrnenesneatns 
step up efficiency and cut overhead in your business. DMM iin ck phere eee 

Just mail the coupon. Do it today. ba ces caps ee ees en ec in ne ie mes mn Ss ND — 


AUTOMATIC ELECTRIC %. 


(Circle number 102 for more information) 
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Day-Brite MOBILEX® and Troffers provide complete lighting and help create a good working environment in the General Administration 
Building of NORTH AMERICAN AVIATION, INC., Los Angeles, Calif. AUSTIN, FIELD & FRY, Los Angeles, Architects; SEEGER ELECTRIC CO., 
Los Angeles, Electrical Contractors. 


Practical lighting choice for 
both big and small business 


The windowless design of the “nerve center” of this large aircraft and missile 
manufacturer allows for complete control over lighting, temperature and sound. 
Complete flexibility, too. Compatible with a wide variety of ceiling types, the fixtures 
used here can be moved as easily as the office partitions. 


With such emphasis on efficiency and flexibility, Day-Brite lighting was a 
practical choice. 


Regardless of the size of your company or budget, Day-Brite 
lighting is your practical choice, too, because inferior fixtures are 
no bargain at any price. DECIDEDLY BETTER 


Decide for yourself. Call your Day-Brite representative (listed DAY - a eeere 


in the Yellow Pages) for the facts and fixtures! LIGHTING FIXTURES 


Day-Brite Lighting, Inc., 6282 N. Broadway, St. Louis 15, Mo. 
Day-Brite Lighting, Inc., of Calif., 530 Martin Ave., Santa Clara, Calif. 
Z-527 © Day-Brite Lighting, Inc. 1958 
NATION'S LARGEST MANUFACTURER OF COMMERCIAL AND INDUSTRIAL LIGHTING EQUIPMENT 
(Circle number 116 for more information) 
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Office furniture from the ‘Nordic Group" by Jasper Chair Company, Jasper, Indiana 


re 


YOU WORK IN STYLE AND COMFORT WITH 
U.S. NAUGAHYDE® and U.S. KOYLON® FOAM 


FINEST IN VINYL UPHOLSTERY FINEST IN CUSHIONING 





The office that gets the most done these days is as attractive and comfortable 
as it is efficient and workmanlike. That’s why luxurious U.S. Naugahyde is the 
ideal office upholstery ...it’s handsome and colorful, yet completely practical! 
A bear for wear, Naugahyde is spot, stain and scuff resistant...easy to keep 

» m fresh, clean and new-looking. For the very ultimate in long-lasting beauty and 
Q us.foylon, comfort, specify Naugahyde tailored over U.S. Koylon Foam, the world’s finest 

~~ E_—s cushioning. You can choose Elastic* U.S. Naugahyde and deep-dimensional 
Breathable* U.S. Naugaweave in a wide variety of colors, textures and patterns. 


*Patent applied for 


US) United States Rubber 


Coated Fabrics Dept., Mishawaka, Indiana 








(Circle number 139 for more information) 
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SERVING SMALL BUSINESS ° 
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NEW PRODUCTION TOOL 
FOR ADDRESSOGRAPH LOW-COST 
PAPERWORK AUTOMATION 











GRAPHOTYPE CLASS 6400 


Designed to simplify and speed the production of 
Addressograph Master Records, the new Graphotype Class 
6400 is easier to operate, reduces costs and increases 
production from 10% to 35%. It's available for all 
Addressograph plate styles, and is equally useful for credit 
and identification cards. 

Teamed with an Addressograph machine, it provides for 
a fast, simple, economical method of storing repetitive data 





Cutting costs 
is our business 


on self-writing master records and mechanically writing that 
information accurately on the numerous forms required to 
activate and control everyday business transactions. 

For complete details about this important new advance 
in paperwork automation or a report on how Addressograph 
automation can cut your costs, call your nearby Addressograph 
office or write Addressograph-Multigraph Corporation, 


Cleveland 17, Ohio. © 1958 A-M Corporation * Trade-Mark 


Addressagraph-Multigraph 


i -.olelSlonslolN mi y-Veln ll.) «mi ae) -ml- 101-11) 4-1-1 tele) -1al—-a 





BIG BUSINESS * 
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EVERY BUSINESS 


your company is judged 
by the office you keep! 


Cole Steel offices have a personality that 
radiates friendliness plus efficiency. .. . 
Scientifically engineered construction, 
handsome styling . . . consideration for 
comfort ... are all combined in Cole 
Steel Office Equipment. Cole Steel fur- 
niture is America’s top selling brand... 
its low initial cost, minimum upkeep, 
and enduring beauty make it the great- 
est dollar value in steel office furniture. 








Cole Steel Equipment Co., Inc. ¢ 415 Madison Ave., New York 17, N.Y. 
Canada: 329 Dufferin St., Toronto, Ont. 


| | « COLE-STEEL® 


YOURS 


FOR THE 
ASKING 





These booklets—promotional and otherwise— 
contain ideas of possible profit to you. Each 


item listed will be sent to you without cost. 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


WwW 


How to cut paperwork costs 


“Scientific Records Management” 
tells how to save up to 65¢ on every 
dollar spent on recordkeeping. 

This 20-page booklet, prepared by 
the New York State Department of 
Commerce, points out specific ways in 
which paperwork costs can be cut. It 
sets up objectives and physical guides 
to evaluate just where and how pro- 
cedures can be streamlined. 

For individual analysis, the New 
York Department of Commerce invites 
business organizations to complete a 
fact sheet included in the booklet. 
Without charge, it will study the data 
presented and suggest where paper- 
work cost reductions can be made. 


For a free copy of this booklet on 
recordkeeping, circle number 244 on 
the Reader Service Card. 


WwW 
About Australian economy 


Matson Navigation Co. in a 22- 
page booklet, “Report on the Aus- 
tralian Economy,” reviews the surge of 
business activity and growth there. 
According to the survey, American in- 
vestors on that continent have been 
able to earn an average 30% on their 
capital, one of the highest rates in 
the world. The report also states that 
Australia can absorb new investment 
at a rate of 25% of its annual income. 

For a free copy of the full report on 
the present and future economy of 
Australia, circle number 265 on the 
Reader Service Card. 


Ww 
Flexibility for work stations 


Art Metal Modulars are described 
in a 32-page booklet as the perma- 
nent answer to changing office layout 
requirements. With 130 interchange- 
able work top and storage compo- 
nents available, almost any type work 
station or office can be devised and 
quickly assembled. Just as quickly, 
without special tools or skill, they can 
be re-arranged as work flow patterns 
require or the number of employees 
changes. 

Numerous diagrams suggest a wide 


10 


variety of space-saving arrangements 
to tailor work areas to specific jobs. 
The booklet also describes and illus- 
trates modular partitions for varying 
degrees of privacy. 

For a free copy of this full-color 
guide to work station arrangements, 
circle number 262 on the Reader 
Service Card. 


Ww 
Facts on New York City 


Comprehensive statistics on the five 
boroughs and the metropolitan area 
as a whole have been compiled in a 
new 40-page “Business Fact Book— 
New York City.” 

Firms considering relocation or ex- 
pansion will find this reference tool a 
valuable introduction to New York 
City’s assets. Detailed data is given on 
population, labor force, income, hous- 
ing, agriculture, manufactures, whole- 
salers, retailers, service trades, per- 
sonal income, employment, education, 
bank deposits, real property taxes and 
public water supplies. 


For this free business fact book, cir- 
cle number 261 on the Reader Service 
Card. 


-_ 


How to prepare teaching aids 


An authoritative and comprehensive 
report, “Business-Sponsored Teaching 
Aids,” by Thomas J. Sinclair, Ph.D., 
is offered by The Instructor Maga- 
zine. The findings and recommenda- 
tions presented represent years of 
study and research made by Dr. Sin- 
clair, first as a teacher and later as 
head of school and college services 
for the Association of American Rail- 
roads. 

The book discusses the nature, pur- 
pose and content of educational ma- 
terials. It gives suggestions on prepa- 
ration, evaluation and distribution of 
educational aids. The report contains 
recommendations of a highly practical 
nature and value. Its 113 pages are 
amply documented with charts, tables 
and statistics. 


For your free copy of this book, 
write to The Instructor Magazine, 75 
East Wacker Drive, Chicago 1. 


Ww 


On European Common Market 


A new 28-page booklet “The Euro- 
pean Common Market” will be of in- 
terest to those American businessmen 
with current or future interests abroad. 

Published by The First National 
City Bank of New York, the facts and 
figures presented will help clarify 
ideas and formulate decisions on the 
problems involved in a single market 
in Western Europe. 

The piece is well illustrated with 
statistical tables, charts and photo- 
graphs. 

For your free copy of this booklet, 
circle number 243 on the Reader 
Service Card. 


WwW 
For long range time planning 

A handy device to help executives 
plan for a full year on one sheet is of- 
fered by Barrington Associates, Inc., 
management consultants. 

The Executive Time Planner as it is 
called, shows six months at a glance 
with all major holidays indicated. 
Dated boxes make it easy to schedule 
trips and flag priority commitments 
and deadlines. 


For this free time planning calendar, 
write to Barrington Associates, Inc., 
230 Park Avenue, New York 17. 


vW 


Management and automation 


“Automation and the Manager” is a 
reprint of an address made by John 
Diebold, president of the firm that 
bears his name, at the 11th Interna- 
tional Management Congress, Paris. 

In this 25-page presentation, the 
point emphasized is that despite the 
lively interest in buying automation 
hardware, far too little thinking is 
done about how to use it. ~ 

Mr. Diebold exposes widely ac- 
cepted stereotypes of automation that 
block effective thinking on manage- 
ment’s part. He points the way to four 
positive fundamentals to explore for 
successful automation. 

For this free booklet on automation, 
circle number 264 on the Reader Serv- 
ice Card. 


MANAGEMENT METHODS 








Ta 
m 
ro 
pt 
vi 


or 


we 


an 


DE! 





TODAY'S 


Ly /) 


} 





Automation which 
has been predicted 
for offices of the 
future is here today 
because of a Friden 
development called 
Tape -Talk. 
Tape-Talk is the operation of Friden automatic 
machines. These machines handle major office 
routines by calculating, reading and writing with 
punched paper tape. The machines work indi- 
vidually or in combination. 





Office workers simply give general starting 
orders to the machines. Functioning in their 
world of Tape-Talk, Friden machines can: 

(1) Eliminate need for manual movements 
and most conventional operator decisions... (2) 
Increase work volume output without increasing 
payroll costs or overtime... (3) End errors nor- 
mally occurring in data recopying. 





Look into this practical, deliverable miracle 
Friden Tape-Talk. Call your Friden Man or write 
Friden, Inc., San Leandro, California. Sales, in- 
struction, service throughout U.S. and the world. 


rriden 
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S olectadotao® automatic tape 


reader-selector-sorter 


Taledota® automatic tape transmitter-receiver 


: ® eee 
guatowriter Automatic justifying 


type-composing machine 
Adid-Pumch® automatic code tape 

adding-listing machine 
hoxowitir® automatic tape 

writing-accounting machine 
Qutomatic Input - Output Wochine 


‘ 





© automatic tape 
billing department in one desk 


Friden Mailroom Equipment 
Friden Natural Way Adding Machine 


Friden fully automatic Calculator— 
The Thinking Machine of American Business 
© Friden, Inc. 
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eliminate walting-time irritation 


If you’ve ever waited for a vital paper while mounting 
minutes played havoc with your good nature, you'll be inter- 
ested in Safeguard! Engineered by Globe-Wernicke, Safe- 
guard is a time and motion, color-keyed system of filing .. 
so simple to understand anyone can learn the procedure in 
a matter of minutes. And Safeguard’s components (letter or 
legal-size guides and folders) fit any filing drawer or cabinet 
...no new equipment needed! 

Safeguard speeds up filing and finding (papers delivered 
in a matter of seconds!) ... cuts down on errors... lowers 
clerical costs. Most important, Safeguard keeps management 
in control ... never puts you at the mercy of an improvised 
system of filing or a changing clerical staff. What's more, 


¥s 


Safeguard suits every size operation...from a one-man office 
to a king-size corporation. (Five different systems 
further tailor Safeguard to your needs! ) , 

Why not look into this fast, virtually foolproof , © « 
filing system? Call your Globe-Wernicke dealer* 
for full details, or write for brochure. Dept.F-12., 


*Dealers listed 
in yellow pages under 
“Office Furniture’’ 


GLOBE-WERNICKE 


CINCINNATI 12, OHIO 


Globe-Wernicke makes business a pleasure! 


« SAFEGUARD is; my choice, because 


“ SAFEGUARD is; my choice, because 
any information or correspondence I 
need from the files gets to my desk fast. 
‘Out guides’ end ‘missing papers’ too!” 


12 


“ SAFEGUARD i; my choice, because it’s so 
simple to follow that it takes me less time to do 
the filing. Safeguard’s color-keyed tabs flag in- 
stantly just the folder I want.” 


(Circle number 118 for more information) 


it keeps our files under control at all 
times, and makes it easy to expand our 
filing operation.” 
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SAVE ON MAILING! 
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Save money with the 
Phillipsburg Inserter 


.».if mechanizes your mail room Phillipsburg Inserters at Long Island Lighting Co. 


Money-wise mailers have found the way to beat rising postage costs — thru 
mechanized mail processing on the Bell & Howell Phillipsburg Inserter! They've discovered that 
the Phillipsburg actually saves them money six ways: (1) by doing the work of dozens of 
hand workers with only one operator; (2) by producing twice the volume of mail in half the 
time; (3) by eliminating expensive supervision and overtime; (4) by inserting extra enclosures 
at no extra cost; (5) by reducing costly errors and waste; (6) by releasing valuable floor space 
for more productive use. For example, firms like the Long Island Lighting Co. continue to 
increase mail volume with Phillipsburg Inserters — thru fast, accurate, low-cost mail processing! 


YOU, too, can save with 


mechanized mail processing! SEND COUPON 1 Bell & Howell Phillipsburg Co., Phillipsburg, N. J. 
(0 Send brochure, ““Wider Horizons with Mechanized 
Mailing” 
FINER PRO int IMAGINATION igi 





( Send Case History on ARE Jad 


Bell & Howell (type of business) 
Phillipsburg ee ee a a 













PHILLIPSBURG, NEW JERSEY Firm - 
Successor to Inserting and Mailing Machine Company 

Street queen Se 

City ZONE vccennieamers BOONE 
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A. VIRGA, GENERAL MANAGER of the 
Original Crispy Pizza Crust Co., Inc. 


THE ORIGINAL CRISPY PIZZA CRUST CO., INC. in New York City, New York. 


. oe ORR Sk 
\ . x a : i 
THIS NATIONAL ACCOUNTING MACHINE has increased record-keeping efficiency, 





reduced operating expenses for the Original Crispy Pizza Crust Co., Inc. 


“Our ational System 
saves us °0,400 a year... 


pays for itself every 11 months.’ —original Crispy Pizza Crust Co., Inc. 


New York City, N.Y. 


“Our business has increased 100% 
since we installed our National Sys- 
tem,” writes A. Virga, General Man- 
ager of the Original Crispy Pizza 
Crust Co., Inc. “Yet our National 
continues to handle all accounting 
work with maximum speed and effi- 
ciency. 

“We find that mechanization with 
a National has made important time- 
and money-savings for us. Overtime 
work that was necessary with the 
pen-and-ink method we used pre- 
viously has been completely elimi- 
nated. And because our National is 


simple to operate, anyone can quick- 
ly learn to use it. 

“Through reduced operating costs 
and increased record-keeping effi- 
ciency, our National System saves 
us $5,400 a year, pays for itself every 
11 months.” 


Lrctes Unga 


General Manager of the 
Original Crispy Pizza Crust Co., Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES 
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HELPING BUSINESS SAVE MONEY 


(Circle number 126 for more information) 


Your business, too, can benefit from the 
increased economy made possible by 
a National System. Nationals pay for 
themselves quickly through savings, 
then continue to return a regular year- 
ly profit. National’s world-wide service 
organization will protect this profit. Ask 
us about the National ao oe 
Plan. (See the yellow pages o 

your phone book.) im 


*TRADE MARK REG. U. S. PAT. OFF. 
ational 
CASH REGISTERS * ADDING MACHINES 


ACCOUNTING MACHINES 
ner paper (No Carson REQuiRED) 
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SEE YOUR DEALER 
OR WRITE... 













SAFE, EASIER CLIMBING! 


office, factory, warehouse, store, home 






Roll at a Touch! 
Lock to the Floor! 


STOP-STEPS 


e PAY FOR THEMSELVES OVER AND OVER 
IN VALUABLE FLOOR SPACE SAVED! 
Safety engineered. Constructed from 
tubular aluminum. Side protectors; 
safety treads on steps. Baked-enamel 
finish in silvertone and a wide variety 
of colors. One to six steps. Greater 
heights available on special request. 








Model SS-30 
Top Step Ht. 27° 


OTHER MODELS: 
Model No. Top 














No. Steps Step Ht. 
S$S-10 1 i 
$S-20 2 18” 
SS-40 4 36” 
$S-50 L as 








Handrails available for 4, 5, and 


Exclusive, spring-mounted 
6-step models. 


“Anchor Cup” wheels roll 
easily, quietly, lock se- 
curely to the floor at the 
lightest step. 


Model SS-60-DH 
Top Step Ht. 54’ 


Sass 


| It’s a KIK-SEAT, too! 
mx TEP, x ‘ 


ROLLS WHEN YOU KICK IT! 

HOLDS WHEN YOU STEP ON IT! 
ECONOMICAL! Buy one or more for 
every office or home. Sturdy steel. 
Height: 14”. Attractive colors. 








NEW 


& 
= 





Hidden, non-marking, 
spring-mounted casters 
retract with pressure, as 
base “grabs” floor. 











CP—58958 
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625 ADAMS STREET 
KANSAS CITY, KANSAS 


STANDARD OF THE 
OFFICE SET 
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3 "When I’m looking for ideas on 
ways to do things better, I 
look to MANAGEMENT METHODS." 


' DON H. GEARHEART, President 
Hupp Corp. 
Cleveland, Ohio 


BETWEEN 
PROFIT & LOSS ss scrods snows it etter 


than the 50,000 top management readers of MANAGEMENT METHODS 





ge | 


That’s why MANAGEMENT MeEtHops devotes all of its 
editorial content to practical ideas that can be used — 
right now — to solve administrative problems. It’s 

also why over 200 advertisers who have something practical 
to tell to top managers find M M’s pages to be 
action-producing* for practical solutions to administrative 
problems. 


% 


Management 





2 Se Ne enes ow seams ae 


* If you woald like details about M M as an advertising medium for your ; 
firm, please write to: Sales Manager, MANAGEMENT MeErtuops, 22 W. Put- th Geary pay hose yeah) a ai 
nam Avenue, Greenwich, Conn. No obligation, of course. : 





Sis. 3 
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BUSINESS FORMS 
WITHOUT CARBONS 








no carbon / required 








NCR PAPER DOES IT!... produces cleaner, clearer copies 


Business forms users everywhere are dis- 
covering that NCR Paper speeds up 
their work. Without using carbon paper 
or even any carbonization, this amazing 
paper makes perfect copies of sales slips, 
invoices, premium notices, stock requisi- 
tions—any one of hundreds of applica- 
tions where clean, clear copies are needed. 

Non-smearing NCR Paper, perfected 
by the research laboratories of The Na- 
tional Cash Register Company, elimi- 
nates smudging of copies or fingers and 


ANOTHER PRODUCT OF 


is easy to handle because it requires no 
carbon inserts. Up to five legible copies 
can be made with a standard typewriter, 
ball-point pen or pencil and eight or more 
with a business machine or electric 
typewriter. 

NCR Paper is simple to use. Just put 
together several forms. Copies are ob- 
tained from hand written or business 
machine or typewriter forms. Finished 
copies are always neat and clean, easy 
to read. 


THE NATIONAL CASH REGISTER COMPANY, bDayton 9, Onio 


1039 OFFICES IN 94 COUNTRIES 
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Have your forms printed on NCR Paper 
by your present forms supplier. You'll be 
amazed how easily it solves the problem 
of producing multiple copies. You'll get 
better, cleaner copies in less time! Phone 
your present forms supplier, to- 
day, for further information. 
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Today’s only machine that 
automatically code-punches 
and tabulates original records 





The new Keysort Tabulating Punch operates on a 
unique principle. It code-punches quantities and 
amounts into the body of your original Keysort 
cards as a by-product of establishing accounting 
controls. This same machine then automatically 
processes these proven records through basic ac- 
counting functions to the preparation of necessary 
management reports. 

The proven speed and flexibility of Keysort for 
classification is now coupled with internal code- 
punching for machine tabulation of original rec- 
ords. This is the Automatic Keysort System...a 
new concept that allows you to proceed in an orderly 


ROYAL M°CBEE 








NEW KEYSORT TABULATING PUNCH 


and profitable manner toward office automation 
along with the growth and expansion of your 
business. 

At a rental of less than $100 a month, this versa- 
tile machine is simple to operate and readily 
adaptable to centralized or decentralized procedures 
in companies of all sizes. In many important areas 
of plant control — job costing; labor distribution; 
inventory; labor, material and production control; 
sales and order analysis. In retail customer billing. 
In service organizations and hospitals — in every 
type of operation requiring fast, accurate data 
processing. 

Call your nearby Royal McBee Data Processing 
Representative to arrange for a demonstration, or 
write Royal McBee Corporation, Data Processing 
Division, Port Chester, N. Y. for illustrated 
brochure S-565. 


- data processing division 


NEW CONCEPTS IN PRACTICAL OFFICE AUTOMATION 
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Letters 


More about how MM is used 


EDITOR'S NOTE: In the October issue 
a questionnaire was included asking 
for comments on how readers use 
MANAGEMENT MEtTHOps. Last month 
we published some of those com- 
ments. Here are just a few more of 
the many replies received: 

“The articles in your magazine hold 
more real interest for our operating 
staff than any other we receive.” 

“An excellent publication! Pulls in- 
quiries from good prospects.” 

“I read your magazine regularly. I 
consider it really good—the best in its 
field. The management profiles have 
the depth and reality to be practical, 
interesting and stimulating.” 

“Excellent business comment, en- 
thusiastic, hard hitting—points up 
management improvement facts.” 

“Constantly stimulating. Amazing 
how the fresh, vital approach is main- 
tained in every issue. Best in the field 
in my opinion.” 


Formula for scientific decisions 


str: In his article, “How to make de- 
cisions scientifically” [MM, Oct. *58}, 
Jules Sloat describes a method for 
assigning numerical weights to ele- 
ments involved in a decision. This 
method can be greatly simplified by 
doing the steps in the right order. 

Mr. Sloat first wrote down the num- 
bers 1.00, .70, .60, and .60 for A, B, 
C, and D, respectively, and then be- 
gan to define the relative weights of 
the four elements. As a result, he had 
to make two changes in the A value 
and one in B to arrive at the weights 
2.50, 1.20, .60, .60. 

These final weights (or a compa- 
rable set) can be obtained at once if 
all relationships are stated first and if 
numbers are then assigned from the 
bottom up (least important elements 
first). In his example: 

1. A is most important, then B, then 
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— lon —O 
Translation:"t quit!" 


Hard-to-replace secretary on 
the brink of farewell — fed 
“up to here” with her big 
boss’s small-time office. 
Cramped, cluttered, destroy- 
ing morale and productivity. 





Then along came 


the Invincible Man*”* 


with the office plan 


... to turn “the littered look” into a magnificent 
symbol of achievement. A spacious executive 
desk — two-tone with smart Aerogrill panel and 
leg bases .. . and an impressive modular cabi- 
net grouping. (Did the girl quit? Of course not! ) 

For any executive or professional or general 
office, the Invincible man can quickly plan strik- 
ing new beauty, convenience and efficiency from 
Invincible’s truly complete line. 


* Not really wearing shining 
armor, the Invincible Man 
is nevertheless a doer of 
great deeds. Call on him 
for periodic office planning 
check ups. 













& 


INVINCIBLE 


METAL FURNITURE COMPANY 
MANITOWOC, WISCONSIN 








ey 


NVINCIBLE 
METAL FURNITURE COMPANY 
Dept. C-12, Manitowoc, Wisconsin 


Without cost or obligation please send Invincible 
brochure and Planning Kit Survey Form. 


Send coupon today 
for colorful Invincible 
brochure and sample 
Survey Form from 
the Invincible Man’s 
Planning Kit. 
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IN CANADA: A. R. Davey Co., Ltd... a 
1162 Caledonia Road, Toronto 10 
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—_ SUNNY MAINLAND SIDE 
OF SAN FRANCISCO BAY 


CALIFORNIA INDUSTRIAL 
PLANT SITE INFORMATION 


Everything you want to know _ tation, markets, raw materials, 
about plant sites in Metroplitan fuel, power, water, climate, liv- 
Oakland Area, where 36 of _ ing conditions, attitude of local 
America’s top industrial manu- government. See for yourself 
facturers have plants, ware- why industries have invested 
houses or division headquarters. $400,000,000 in new plants and 
Write today for Free Factfile expansions here since World 
giving detailed information on War II. Free. No obligation. 
distribution facilities, transnor- Strictly confidential. 


ETROPOLITAN Suite 2109 
AKLAND 1320 Webster Street 
REA Cees TS 
California 






CALIFORNIA 


ALAMEDA +: ALBANY + BERKELEY + EMERYVILLE » FREMONT + HAYWARD 
LIVERMORE - NEWARK + OAKLAND - PIEOMONT - PLEASANTON - SAN LEANDRO 
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° Fully 75% of the things that pile up on top 
junk all those or in drawers of other desks have a specific : 


ti me- 1] nd letter trays, work separators, letter file, card 


$p f C e -Wd ste rs Your usable working space is nearly doubled. : 


A marvel of convenience, this Shaw-Walker 


N OW y 0 U cd n “Clutter-Proof” Desk entirely eliminates desk 


top clutter and desk drawer hodgepodge. 


place inside this desk. You have in-drawer 


trays, forms rack and work tools organizers. 
Even an in-drawer wastebasket and phone. 


See this new “Clutter-Proof’” Desk at one of : 
Shaw-Walker’s 17 branches or 470 dealers. 






ee FREE — 252-page Office 
cst crease QHAW-WALKE 
> ment and its efficient use. 


In color. Request on 
business letterhead. MUSKEGON 2, MICHIGAN 











C and D. This establishes the proper 


order A, B, C, D. 


2. “C is considered to be equal to 
D,” so assign them the same number. 
Any number will do; Mr. Sloat chose 
.60: C equals .60, D equals .60. 


3. “B is considered to be equal in 
importance to C plus D.” C plus D 
equals .60 plus .60 equals 1.20, so 
B equals 1.20. 

4. “A is more important than the 
other three together.” B plus C plus D 
equals .60 plus .60 plus 1.20 equals 
2.40. Thus, A must be assigned a 
weight of more than 2.40. Anything 
from 2.41 up will do. Mr. Sloat picked 
A equals 2.50. 

The original set of numbers as- 
signed in the article and the first re- 
vised set served no purpose what- 
ever. The scientific method works 
best when one proceeds as far as pos- 
sible on the basis of logic, withholding 
the introduction of numbers until they 
are of real value in testing or extending 
the logic. 


NORMAN E. ALBRECHT 
INVESTORS DIVERSIFIED SERVICES, INC. 
MINNEAPOLIS 


stir: I have just read and, as usual, 
enjoyed MANAGEMENT MeEtTHOps. I 
can not help feeling a little uneasy, 
however, about Jules Sloat’s article on 
“scientific” decision making [MM, Oct. 
58]. The mental gymnastics of this 
method are interesting and no doubt 
useful in emphasizing the importance 
of objectivity in decision making, but 
the method would be more accurately 
described as “pseudo-scientific.” 

The idea of assigning weights to the 
several variables that are pertinent in 
decision making is recognizable as a 
contamination of one of the most pow- 
erful tools that statisticians and re- 
searchers have run across in years, 
i.e., multiple regression analysis. 

This truly scientific technique, un- 
like Sloat’s method, does not rely on 
intuition to determine which variables 
are really pertinent, nor does it assign 
weights to the pertinent variables on 
the basis of “guesstimates.” As a mat- 
ter of fact, depending upon the ac- 
tual variation in the “scores” used in 
Sloat’s method, the actual influence 
that each variable has on the decision 
may be quite different from that in- 
tended. It would be quite dangerous 
to place great confidence in decisions 
reached by the suggested method be- 
cause they were “scientifically” de- 
rived. Mr. Sloat may be systematic, 
but hardly scientific. 

JOHN C. MALONEY, PH.D. 
MANAGER, MARKET RESEARCH 
OMAR, INC. 

OMAHA 
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Tax quiz 


\ digest of recent court cases compiled by Benjamin 
Newman, Tax Attorney, Koenig and Bachner, New 
York. 


THE QUESTION 


A retailer operates his business on a cash basis and 
keeps inadequate books. Can the government use an 
accrual basis in determining his income for tax pur- 
poses? 


The Facts—This taxpayer owned a retail meat and 
grocery business. He failed to file income tax returns 
for the years 1944 to 1949. The government became 
aware of his delinquency and notified him of the fact 
in 1950. The retailer immediately engaged a lawyer 
and an accountant. Using the inadequate books and 
records kept by this retailer, they prepared all the miss- 
ing returns on a cash basis and filed them during that 
same year, 1950. 

The commissioner of internal revenue examined the 
books and found them to be inadequate. In addi- 
tion, proof of billings and expenditures such as in- 
voices and checkbooks were unavailable. In such a 
case, it is the policy of the commissioner to make his 
own determination of a taxpayer's income by employ- 
ing net worth plus expenditures to determine income. 

The commissioner, aided by the retailer’s attorney 
and accountant, thereupon determined the taxpayer's 
income for each of the years in question. This took some 
time, and it was not until 1953, three vears after the 
returns had been filed, that the commissioner served 
the storeowner with a notice of deficiency for each 
of the years 1944 to 1949. 

The taxpayer interposed three objections. First, he 
claimed that the commissioner had no right to rede- 
termine his income by the net worth method, since 
that method uses an accrual basis, and the taxpayer 
operated on a cash basis. He also claimed that by filing 
the returns before the notice of deficiency was served, 
he escaped the fraud penalty that the commissioner 
had assessed upon him. Last, he alleged that the no- 
tice of deficiency had been served too late to have any 
legal effect and that it was barred by the Statute of 
Limitations. 


The Ruling—Let’s treat the 
the order enumerated: 


taxpayers objections in 
1. Net worth is not a system of accounting, so the 
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a tip from Beauchamp the efficiency expert «ee 


~ a “an index tabbing 
g OP") that saves up to 
56% typing time” 

















Beauchamp’s right! AICO’s Typerite , 
index tabbing and inserts fit the spacings 
on your typewriter. The line space lever 
automatically up-and-down centers 

titles on inserts . . eliminating time 
consuming soft roller centering 
previously required. 





6” strip of durable plastic tabbing is 
easily cut to exact length of title inserts. 
Tubular top for strength and easy title 
inserting, gummed linen skirt for secure 
attachment. Choice of 8 colors and 3 sizes. 


AVAILABLE AT YOUR STATIONERS 
or write for samples and prices. 








G. J. AIGNER CO, 
426 S. Clinton St. 
Chicago 7, Illinois 
Plants in Chicago; 
Rochelle, Illinois; 
New York and Calif. 
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VARY-TALLY 


gives you as many counters 







as you need for control 
of redness , 


Production figures by 
types of units . . . compara- 
tive test results . . . inven- 
tories, estimates, traffic and 
quality control checks... 
basic business data of all kinds is readily obtained with 
Vary-Tallies that are assembled to your 
exact needs. Spacious key on each counter 
makes ‘“‘keyboard counting”’ easy, fast, ac- 
curate. For bulletin and prices, write: 


VEEDER-ROOT INC. 
HARTFORD 2, CONN. 
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. easier... 


love with a Bentson desk! 


Work’s done faster . . 
Highland Ave. Aurora, Ill. 


--- MN 





BENTSON MFG. CO. 


. . . it's your assurance of years 


Unlimited unit and color combina- 
tions satisfy any space or office 
requirement. Select your office fur- 
niture needs from the Bentson line 
and years of good dependable serv- 
ice. Full line catalogue on request. 


and with plenty of “elbow room”. 
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BENTSON MFG. CO. AURORA, ILL. 


Head over heels 
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fact that it employs accruals instead of cash as its 
basis is immaterial, the court said. As a store owner, 
the taxpayer had inventories to account for, and wher- 
ever inventories are involved in tax accounting the 
accrual basis must be used. 


2. In failing to file returns for 1944 through 1949, the 
taxpayer was guilty of the act of evading payment of 
his taxes. Evidence pointed to the fact that he deliber- 
ately withheld information and acted with intent to 
defraud. The subsequent filing of income tax returns 
three years before notice of deficiency was served did 
not erase any liability for the fraud penalty. 


3. Ordinarily, a notice of deficiency must be mailed 
within three years after a return is filed. This three 
year “Statute of Limitations” is extended to five years 
if the income omitted from the return is more than 
25% of the total income reported. If the return is pre- 
pared fraudulently, the period is extended indefinitely. 

The court found that although the retailer had acted 
fraudulently during 1944 to 1949, the returns finally 
filed in 1950 for those years were honestly prepared— 
incorrectly, it is true, but not fraudulently. Thus, all 
the years in which the omitted income was less than 
25% of the reported income were immune to any fur- 
ther taxation as being outside of the five-year Statute 
of Limitations. The deficiency for the years 1944 and 
1948 exceeded 25% and so the taxpayer had to pay the 
deficiencies for those two years. 


(Charles F. Bennett et al v. Commissioner of Inter- 
nal Revenue, U.S. Tax Court, decided April 28, 1958.) 


Gotta hurry back Joe, and see Ray’s score 


— | can’t hear a pin drop in this — 
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No matter what 
noise, or how much 
— you’re really iso- 
lated in a Burgess- 
Manning = Acousti- 
Booth. 


Write for Bulletin A-142-2Y 


5970 Northwest Highway, Chicago 31, Ill. 
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thanks to automatic XEROGRAPHY 


...a revolutionary, new system for the high-quality, 
low-cost, rapid reproduction of engineering drawings 


A spectacular breakthrough . . . as revo- 
lutionary as the invention of movable 
type and the printing press . . . has be- 
come a reality because of the devel- 
opment of the XeroX® Copyflo® 24 
continuous printer. 

This ingenious machine . . . carica- 
tured above by Artzybasheff and op- 
erated automatically by xerography . . . 
now provides the full benefits of a uni- 
tized microfilm system, the modern ap- 
proach to low-cost, high-quality repro- 
duction of engineering drawings. 

Original drawings are copied onto 
microfilm, and individual frames 
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mounted in data processing cards. In- 
sertion of the cards into the Copyflo 
printer automatically produces dry, 
positive prints (or offset paper mas- 
ters) ready for immediate use. A 24” 
x 36” print every 10 seconds! 

Where the reproduction of hundreds 

.. or thousands. . . of different engi- 
neering drawings is needed daily, look 
to automatic xerography and unitized 
microfilm. Write today for Booklet 
X-287 detailing the many advantages. 
Hao Xerox Inc., 58-203X Haloid 
St., Rochester 3, N. Y. Branch offices 
in principal U.S. and Canadian cities. 
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BENEFITS 

® Quality superior to that of any other type 
of engineering drawing reproduction 

@ Substantial savings, up to $500,000 a year 

e Storage space reduced up to 95% 

® No sensitized paper required 


© Time between request and print 
dramatically shortened 


@ Reduced-size prints make handling easier, 
slash material costs, cut postage 


HALOID 
XEROX 
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© GALLAGHER COTTON MILLS 
ONTINENTAL OPTICAL COMPANY 









Glace Engineering Corporation 


FLORIDA FISHING TACKLE, Mfg. Co. Inc. & jen Crh 
Canadien 


STON CORPORATION 






THE HOU 





Where work and play are combined—profitably! Join these major business 
firms who have located in this area. Qualified workers, excellent schools, 
recreational and cultural activities, fine transportation, well-balanced 
industrial and commercial growth, outstanding community spirit and pro- 
gressiveness . . . and ideal area in which to locate. Write on your letter- 
head today for informative literature. 





Note: Persons seeking positions with St. Petersburg industries, please write 
Florida State Employment Service, 1004 First Avenue North 





ST. PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director Dept. MM St. Petersburg, Florida 


24 MANAGEMENT METHODS 











Tear out and route to: 














Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


SALES BUILDERS 


RECRUIT EVERYONE 
AS INDUSTRY BOOSTER 


™ ANYONE CAN SERVE as a business 
builder for a community. Take this 
as a case in point. 

Hilliard Davis is a friendly filling 
station operator who likes living 
and working in West Plains, Mo.— 
and doesn’t mind saying so. En 
route for some fishing, President 
Edward T. MeDaniels of South- 
west Truck Body, Inc., stopped off 
at his gas station. Besides good 
service, he received a bit of boast- 
ing about the town. Impressed by 


the enthusiastic comments, the visi- 


tor ventured the thought that he 
might be interested in moving a 
factory to such a fine town. 

Business Booster Davis promptly 
arranged for a meeting at the 
Chamber of Commerce. End re- 
sult: Southwest Truck Body leased 
a $100,000 building there, West 
Plains has added a $500,000 annual 
payroll, Hilliard Davis has a bigger 
business and Edward McDaniels is 
close to good fishing. And everyone 
else is reminded that he can do his 
share in attracting industry to a 
community. 


HAVE SALESMEN PROVE 
CALLS WITH PHOTOS 


™® pO YOUR SALESMEN have pet 
products they push—at the expense 
of other profit-makers in the line? 
Do they call on certain customers 
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—and neglect others for personal 
reasons? If so, you might try the 
trick that turned the sales tide for 
Bell & Howell in this situation. 

After careful examination of or- 
der and call reports, Marketing 
Vice President Carl G. Schreyer de- 
termined one product was gather- 
ing dust in some districts. Then this 
order went out to all salesmen: 
“Have someone photograph you 
showing Model 4932 to each dealer 
you call on, and send the prints to 
the home office.” 

In four weeks, over 1,000 photos 
poured in. Most important, says 
Schreyer, sales of this item went up 
28% during the month following the 
request for pictures. 


FREEZE OUT COMPETITION! 


™ HERES A REAL COOL way for re- 
tailers to discourage prospects from 
shopping around. The freeze-out 
technique, dreamed up by an ap- 
pliance retailer is simple but pretty 
foolproof. When departing pros- 
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pects say “We'll think it over and 
let you know,” the proprietor goes 
into action. Smilingly he presents 
them with a complimentary carton 
of ice cream. Somehow there's noth- 
ing like a box of melting ice cream 


to dissuade folks from shopping 
around in competitive stores. 


COST CUTTERS 


CHECK POSTAL SCALE 
FOR ACCURACY 


® IF YOUR MAILING SCALE is off even 
one ounce, it can cost you real 
money. One firm reports losing 
$1,000 a year, another $43 a month 
—all because of overpayment on 
postage. On the other hand, under- 
payment creates ill will, causes 
costly delays in delivery. 

Has your mailing scale been 
checked lately? Pitney Bowes, Inc. 
suggests this simple accuracy test. 
Place a silver dollar on the scale. It 
should weigh exactly 15/16 of an 
ounce. If it doesn't, youll save 
money by having the machine ad- 
justed or replaced. 


CUT SHIPPING COSTS 
BY LEASING TRUCKS 


MAS AN ECONOMY MEASURE, Con- 
sider leasing trucks rather than 
owning them outright. Gulf States 
Utilities Corp. is just one firm that 
endorses this method. It owned 
some 900 cars and trucks. Recently 
the company sold the entire fleet to 
the Beaumont Car Leasing Co., 
Beaumont, Tex., then leased it 
back. 

Here are the advantages Gulf 
States cites for leasing rather than 
owning vehicles: release of capital 
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for more productive use, elimina- 
tion of garaging and maintenance 
costs and headaches, doing away 
with cost analysis and bookkeeping 
involved in truck operations, and 
wrapping up truck operating costs 
in one tax deductible package. 

Added economy note: firms that 
lease trucks report they can ship 
by this method for less than com- 
mon carrier truck rates. 

Leasing may involve any num- 
ber of vehicles, from one to a large 
fleet. Special purpose trucks, such 
as those designed to carry liquids, 
frozen products or extremely heavy 
loads, may be hired. Lessees’ names 
and trademarks can be painted on 
panel or other trucks if desired, and 
cartage contractors will even sup- 
ply truck drivers. 


SLASH ABSENTEEISM 
WITH CASH REWARDS 


™ CASH BONUSES for perfect attend- 
ance have resulted in a sharp drop 
in absenteeism and tardiness at Pi- 
oneer Electronics Corp., Los Ange- 
les—down from 23% to less than 1%. 

Amounts awarded range up to 
three days pay. So far, Pioneer 
states, it has saved over twice the 
cost of the bonuses in elimination of 
overtime alone. 
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ENLIST AID OF WIVES 
IN SAFETY PROGRAMS 


™@ pu PONT co. of Canada, Shaw- 
inigan Falls, Quebec, has a new 
slant on promoting safety, and thus 
keeping on the job. 

Each month the wife of every 
plant employee receives a letter 
signed by her husband’s boss. Aim 
of each message is to make all fam- 
ily members conscious of the im- 
portance of safety both in and out- 
side the home. 

The first letter introduces the 
“crusade against accidents” and en- 
courages wife's cooperation in pre- 
venting off-the-job accidents. It 
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urges her to check the home for un- 
safe conditions and to instill in her 
children good safety habits. The 
second message emphasizes safety 
in and on the water and reviews 
artificial respiration procedures. 

So far response to the letters has 
been good, Works Manager A. L. 
Barry reports. The series will con- 
tinue with one letter going out each 
month centered on a specific phase 
of accident prevention. 








DONT HELP CREATE 
A DRINKING DRIVER 


@ THE OFFICE PARTY with liq- 
uid refreshments is blamed by 
the National Safety Council 
for boosting the Christmas 
traffic toll. “Either dry it up 
or cut it out” is the Council's 
succinct advice to business- 
men. 

Drinking and driving are a 
lethal combination any time, 
anywhere, any season. Partly 
in recognition of this, a St. 
Paul industrial plant is start- 
ing an intensive, continuing 
campaign to reduce auto ac- 
cidents. Employees will be 
asked to sign pledge cards 
agreeing to drive safely and 
obey all traffic rulings. House 
organ cartoons will emphasize 
road manners. Bulletin boards 
will carry safe driving remind- 
ers. Films on the subject will 
be shown at various employee 
meetings. They will pull out 
all the stops to cut traffic ac- 
cidents. 














PAY EXTRA ATTENTION 
TO MID-WAY EMPLOYEES 


®@ WITH ALL THE STRESS on the new- 
ly hired and the oldtimers, Pacific 
Mutual Life Insurance Co., Los An- 
geles, felt the man in the middle 
was a little neglected. 

Like most companies, Pacific Mu- 
tual gives adequate attention to 
new employees with an orientation 
program. Much emphasis is placed, 
too, on workers reaching 10-year, 
25-year and other anniversaries. 
Special attention is paid the retir- 
ing employee. But the man in the 
middle was more or less overlooked. 
To overcome this, a_ technique 
called Report Conferences was re- 
cently instituted by management. 

Under this plan, all employees 
with three or more years of service 
have to date been invited to attend 
one or more of four informal talks 
designed to bring them up to date 
on various company activities. 

Little known facts about com- 
pany-related history, dating back to 
the Gold Rush, were included in the 
first session. In a second one-hour 
talk, personnel policies and prac- 
tices were discussed by the man- 
ager of that department. When 
Univac data processing was in- 
stalled, a picked group was invited 
to a meeting on the new system. 
Latest talk centered on the uses 
and results of a new sales portfolio. 

Thus far, employee comment and 
reaction to these report conferences 
have been excellent, Training As- 
sistant Gilbert K. Lampner says. 


FERRET OUT HIDDEN TALENT 


™ CONSIDERABLE EXPANSION at Orr 
& Sembower, Inc. created several 
new management posts. To reduce 
training costs and boost morale, 
this Reading, Pa. manufacturer de- 
cided to tap talent within its own 
organization to fill these vacancies. 

A talent search was started. All 
employees were invited to partici- 
pate by applying for new and big- 
ger jobs. Eighty of the 450 employ- 
ees took up the invitation. An out- 
side consultant was called in to 
work with the Personnel Depart- 
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ment, and applicants underwent a 
battery of ability, aptitude and per- 
sonality tests. 

Examination revealed that 38 of 
the 80 volunteers had greater abil- 
ity than their present jobs required. 
As a result, several of these indi- 
viduals have already been pro- 
moted. The others have been put 
on a promotion waiting list as “im- 
mediate promotables.” 

Added bonus: the scheme helped 
publicize the company’s established 
policy of promotion from within. 


OFFER TRADE-INS TO WORKERS 


™@ HERES A METHOD used by Walter 
E. Heller Factors, Inc., Chicago, 
that kills two birds with one stone. 
It pleases employees and at the 
same time rids the firm of old 
equipment at no loss. 

When ready to trade-in older 
typewriters for new models, Office 





Manager John J. Weaver has the 
salesman determine the trade-in 
allowance. Then instead of turning 
the machines in, they are offered 
for sale to employees at the trade-in 
price. This plan, of course, allows 
employees to obtain typewriters for 
home use at considerably less than 
the prevailing market price for a 
used machine. 

The idea could be adopted also 
for company cars and any other 
equipment that is periodically trad- 
ed in. 


FLAG PAY FOR SICK LEAVE 


M HERES A _ SIMPLE paycheck 
scheme used by a midwestern firm 
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Your 





Biggest 
Decision @ 


that calls attention to a company 
benefit. 

Workers in the plant are allowed 
up to two weeks paid time off for 
illness. When a worker is out sick, 
he receives a green paycheck for 
that period rather than the stand- 
ard yellow check. 

The color-coded check for non- 
working time serves a double pur- 
pose. It’s a reminder of pay an em- 
ployee received for work he didn’t 
do. And, it’s a visual signal that 
such pay during illness is income 
tax free (up to $100 a week). 
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REPLACE FIXED FURNITURE 
WITH PORTABLE EQUIPMENT 


™ FIXED TABLES in plants often re- 
sult in unnecessary material han- 
dling. Also, they encourage bad 
housekeeping by accumulating un- 
needed odds and ends. 

This was true at the printing 
plant of the 13th Naval District in 
Bremerton, Wash. H. F. Burby, 
district director, publications and. 
printing office, found stationary ta- 
bles and benches were actually 
slowing production. Although port- 
able tables were used to move ma- 
terials between operations, fixed 
tahles were located beside most 
machines. In many cases materials 
were transferred from a portable to 
a stationary table. When processed, 
the material was moved to another 
table to await truck pick-up for 
transfer to the next operation. 

To eliminate this unnecessary 
handling, 90% of the fixed tables 
were replaced by movable equip- 
ment. Results: increased produc- 
tion, added aisle space for speedy 





WORKSHOP 


What has been your most important management de- 
cision? Is there one (or more) that stands out in your 
mind? Would the story be of practical benefit to other 
administrative executives? If so, we'd like to know 
about it. Possibly it could serve as the basis for a brief 
item or a case history article. Address: The Editor, 
Management Methods Magazine, 22 W. Putnam Ave., 
Greenwich, Conn. 





material traffic and a cleaner, neat- 
er plant. 


RECRUIT FROM REFERENCES 
GIVEN BY NEWLY HIRED 


@ A RESULTFUL RECRUITING source, 
adaptable to any job opening, is 
used by The New York Port of Em- 
barkation in filling scarce-skill jobs. 
Ordinary methods of recruiting ma- 
rine diesel engineers left recurring 
acute shortages. Then a personnel 
man conceived the idea of combing 
references listed on employment 
applications of engineers hired by 
the Port. 

This approach seemed promising 
since, in many instances, these ref- 
erences include persons qualified 
in the same line of work. Letters 
were sent to 400 individuals select- 
ed from this source. As a result, 
many additional applications were 
received and 17 marine diesel engi- 
neers were hired immediately. In 
addition, a reserve of 25 potential 
eligibles is available for future va- 
cancies. 


BRIEF THE NEWS 
FOR EXECUTIVES 


@ READING DEMANDS On manage- 
ment can be a big time consumer. 
State Mutual Life Assurance Co. is 
one organization that has done 
something about this: problem. 

Nearly 100 executives in the 
Worcester home office receive a bi- 
weekly summary of important arti- 
cles and news about the life insur- 
ance industry and related subjects. 
The pithy items are daily culled 
and condensed from about 50 mag- 
azines and newspapers by Public 
Relations Director John D. Drum- 
mey and his staff. 
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LOOKING FOR A SMALL FIRM TO MANAGE? 


Fiow to find and build 





Hidden in the heart of many a corporate executive is the secret passion to take 


over a small business and build it to prosperity. Here is the story of two men 


who decided to do it. In this factual case history, youll learn what it takes to 


make a small operation both personally gratifying and highly profitable. You 


will find ideas that can be adapted for profit in any company, small or large. 


THE PROBLEM: 

A sales executive has long repressed 
his urge to manage his own small 
business but now, approaching age 
50, he decides “it’s now or never.” 


THE ANSWER: 

Through an imaginative approach, 
he finds a firm that he can head, and, 
with his new second-in-command, 
applies the same kind of management 
action that they both learned to 
handle in their big company posts. 
Result: a profitable small business that 
no big competitor can knock down. 
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THE MEN: 


J. Lawrence Buell, Jr., president, (above) and Charles 
F. Trapp, Jr., vice president, (opposite) Formsprag 
Co., Warren, Mich. 
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PROFILE OF A NEW KIND OF MANAGER 


a business of your own 





THIS ARTICLE TELLS YOU 


How to find a small company 
to manage (or acquire) 


How to organize your job to enjoy it 


How to sell a “hard sell” product 


A case history 


wm With an engineering degree in his 
hand and a determined plan in mind, J. Lawrence 
Buell, Jr., walked away from the University of 
Michigan in 1927. His plan was someday to head 
a small industrial concern. 

Young Buell decided he could reach his goal by 
searching for a suitable company where he could 
become assistant to the top executive. As the top 
man advanced in years, Buell could perhaps buy 
an interest in the business and win the right to take 
over the management reins. 

In the meantime, he needed a job and some busi- 
ness experience. He signed up with Reliance Elec- 
tric and Engineering Co. of Cleveland, and was 
trained as a sales engineer and assigned to his 
hometown of Detroit. 

Buell’s interest and success in sales work partial- 
ly dimmed his plan to manage a smaller firm. The 
plan could wait; he was busy now being a good 
salesman. 

Later other things sidetracked his plan. The de- 
pression struck, and the time wasn’t right to make 


DECEMBER 1958 


the move. There were young children to consider. 
In 1936 Reliance named him sales manager of the 
Michigan-Northern Ohio district; this meant new 
duties, more responsibility, more security, in- 
creased income. And the company was depending 
on him. 

For 17 more years Buell continued with Reliance 
while sales in his district grew from $500,000 to 
$6 million annually. His position was much like 
running his own business. But it wasn’t quite the 
same. Although he was operating his sales district 
with an almost completely free hand, he wasn't 
setting policy. 

Why a small firm? The desire to make the key 
decisions was one big reason for Buell’s small firm 
ambitions. Over the years he had solidified the long 
held opinion that in every company, regardless of 
size, only five or six men are the real decision 
makers. 

“I have regarded many substantial organiza- 
tions,” says Buell, “and I am quite sure that in all 
of them all major decisions are made by no more 
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“The facts are clear: if | want to head a small firm, it’s now or never.” 





than a half-dozen men at the top. Others may con- 
tribute to the thinking, but these others aren't 
really making the decisions.” 

There were also other reasons why Buell wanted 
to head his own business. To quote him: 

“In a big company, you tend to become a desk 
manager; in a small company you can know the 
operation intimately. You may work just as hard 
or harder in a small firm, but it is far more interest- 
ing. In a single hour your scope of attention may 
range from a review of the advertising budget to 
an analysis of a machine tool to an interview with 
an engineering job candidate. To me, that kind of 
diversity is the fun of business—the kind of fun a 
man doesn't get if he’s the third vice president in 
charge of square nuts in a big company. A career as 
top executive in a small business gives you more 
freedom to enjoy life. Furthermore, the monetary 
rewards can be just as great as they are for the man 
who is vice president in charge of Division X of a 
very large company. * 

Now or never. Buell recalls that it was in 1950 
that he made a renewed appraisal of his situation 
with Reliance. The repressed urge to handle a 
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small company had continued to grow stronger, 
but so had his ties wih Reliance. He realized that 
each step in his present progress meant that a big- 
ger proposition would be required to cause him to 
leave. He had long since progressed beyond the 
desire for an “assistant to” position; only the offer 
of a presidency or its equivalent would interest him 
now. He feared that in a few years there might be 
few if any small firms that would appeal to him. 
Further, if he waited many years longer, his age 
certainly would not work in his favor. 

Thus reasoning, Buell decided in 1950 to begin 
a search in earnest for a small industrial firm to 
manage. He told himself it was now or never. 

The remainder of this article tells how Buell 
went about finding a small company that would 
offer the personal gratification and reward he was 
seeking, and how he has managed the company 
once he became its president. 





*Management Professor John E. Burns, at DePaul University bears out 
this opinion on compensation. In a study of Chicago companies he 
found that, measuring compensation solely on the basis of its ratio to 
number of employees, the average compensation for small company 
executives is more than 50 times greater than for the average General 
Motors executive. The study included only firms with 50 employees or 
fewer. 
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PROBLEM NUMBER 1: 


How to find a small company to manage 


Through lawyers who handle 
estates, a firm is found 
that holds strong promise. 


= Lawrence Buell had made his 
decision to move from the operat- 
ing level of a large company to the 
policy level of a small one. The 
problem he faced now was to figure 
out how to go about making this 
transition. 

He could not blatantly advertise 
to one and all that he was planning 
to make a change, that his services 
were, so to speak, on the block, and 
that he was anxious to consider any 
reasonable offer. For obvious rea- 
sons, things would have to be han- 
dled far more discreetly than that. 

But how can you be subtle and 
still make it known to the right peo- 
ple in the right places that you are, 
in fact, planning to make a change 
and that you are, indeed, anxious to 
consider any reasonable offer in- 
volving the management of a small 
company? 


THE ANSWER 


Buell mulled over the problem, 
came up with a simple, logical solu- 
tion. His reasoning went something 
like this: 

Many small companies are man- 
aged by the founder-owner. Many 
others are family corporations, 
headed and managed by one mem- 
ber of the family. When is it that 
such companies need someone to 
step in and take up the corporate 
management? Obviously, when the 
founder or owner-manager has died 
leaving no one in his family or in the 
company prepared to head the 
management. Who is in a position 
to select the management replace- 
ment? Obviously, the heirs of the 
former owner-manager. And who 
is most likely to advise the heirs on 
the selection of a management re- 
placement? Obviously, the legal 
counsel who is handling the estate. 

Based on this line of thinking, 
Buell’s course of action was clearly 
indicated. Unostentatiously, he con- 
tacted law firms and attorneys 
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around Detroit. He reported to 
them that he was seeking a small 
firm to manage, one with good po- 
tential and preferably in the elec- 
trical manufacturing field, where 
his own experience lay. Buell set 
forth his management qualifications 
for the lawyers, and added that he 
was prepared to invest in the com- 
pany if it met his specifications. He 
asked the attorneys to keep him in 
mind if and when they handled an 
estate whose corporate property 
might require his services. 

These contacts resulted in a num- 
ber of possibilities being called to 
Buell’s attention. In each case Buell 
investigated carefully but found 
that none offered the kind of situa- 
tion and promise that he was seek- 
ing. 

This disappointing process con- 
tinued for well over two years. Then 
one Saturday morning, late in 1953, 
Buell received a phone call from 
one of the lawyers he had contact- 
ed. The lawyer wanted to talk to 
Buell about a small concern called 
Formsprag Co., in nearby Warren, 
Mich. Formsprag was looking for a 
new president. The company was 
not in the electrical field, but the 


lawyer thought Buell might be in- 
terested anyway. 

Buell listened carefully to the de- 
scription of the company, then 
sought out more facts. The facts in- 
dicated that this company was ex- 
actly what Buell was looking for. 

Facts about Formsprag. Buell 
learned that Formsprag Co. had 
been born in 1943 to produce a 
small, obscure type of overrunning 
clutch for aircraft superchargers. 
The founder had financed the com- 
pany with stock issued to friends 
and associates but had maintained 
a strong controlling interest for him- 
self. 

This war baby firm had survived 
after the war by finding a variety 
of industrial markets for its preci- 
sion-made, low cost, non-slip clutch- 
es. 

In 1952 the founder and operat- 
ing head of Formsprag Co. had 
died. As a stop-gap measure, his 
brother-in-law had stepped in to 
keep things running, but had no in- 
tention of managing the company 
permanently. Now, in 1953, a 
search was underway for someone 
to take over. During its 10 years up 
to 1953, Formsprag’s total sales vol- 


“It was a one-product company, but the product could 


be adapted for a limitless diversity of markets.” 
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“The job was to get everyone into their own backyards—to convince the men 


that they had enough worries of their own .. .” 


ume had amounted to just a little 
more than $5 million. The company 
had a modern plant, some valuable 
patents, a small but adequate work- 
ing capital, and a payroll of some 
60 employees. 

As Buell gathered facts and 
studied the company, one point 
stood out: the company’s excellent 
potential. Formsprag Co. had only 
one basic product, the overrunning 
clutch, so it lacked product diversi- 
fication. But the one product was 
such that it could be adapted for 
an all but limitless diversity of in- 
dustrial markets—from woodwork- 
ing tools and office machines to 
autos and heavy industrial machin- 
ery. 

A goal reached. Control of 

Formsprag was now held by the 
family of the deceased founder. 
While Buell was quickly gathering 
facts about Formsprag, the family 
was gathering facts about him. 
Then, only two days after Buell first 
learned of Formsprag Co., he and 
the family owners began meeting 
together to see if they could work 
out a suitable management arrange- 
ment. Two weeks later, Buell em- 
erged from these meetings with 
four things: 
= A three-year management con- 
tract naming him president and 
general manager of Formsprag. 
= A minority equity in the com- 
pany which the family sold him on 
favorable terms to assure his con- 
scientious management, and_ be- 
cause the family wanted to diversify 
its investments. The stock entitled 
Buell to a seat on the board. 
= An option to buy additional stock 
during a 10-year period—enough 
to give him working control. 
w A reciprocal agreement stipulat- 
ing that neither Buell nor the fam- 
ily would sell their stock without 
offering it first to one another. (Says 
Buell: “I didn’t want to wake up 
some morning and find that some- 
one else owned the company and I 
had a new boss.” ) 

Thus, in December 1953, Law- 
rence Buell, at age 48, had finally 
reached a goal set 26 years before. 
He had thrown over the safer, more 
secure rewards of his big company 
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affiliation in order to test his skill 
as president of a small company, 
and to reach for the personal satis- 
faction and bigger financial rewards 
that he hoped his small company 


PROBLEM NUMBER 2: 


would be able to bring him. 

His problem now was to organize 
the company and his job in such a 
way that they would provide the ex- 
pected rewards. 


How to organize a job to enjoy it 


Use of big company methods of management in a small firm 
makes the job both profitable and personally rewarding. 


™ Lawrence Buell was_ seeking 
both financial and personal satisfac- 
tion when he joined Formsprag Co. 
as president. But he knew big prob- 
lems stood in his way. 

During the Korean fighting, 
Formsprag had geared itself to mil- 
itary orders. By the time Buell en- 
tered the picture in late 1953, the 
war contracts had run out and there 
was not enough new business being 
sold to take their place. Profits had 
fallen off seriously during the past 
two years. Now the company was on 
the brink of a loss position. The ad- 
vantage of a favorable cash position 
was sharply reduced by a weight 
renegotiation claim levied by the 
government. 

These problems were severe, but 
not as severe as the problem of 
management organization. Form- 
sprag’s management consisted of a 
group of four intelligent, hard- 
working department heads. All 
were capable men but they lacked 
steady leadership and some lacked 
experience. As a result, they tended 
to pull in different directions. None 
seemed to have much confidence in 
the others’ performance. 

“Everybody was trying to do ev- 
erybody else’s job, and thought he 
could do it better,” says Buell. 

Lack of firm, functional organiza- 
tion at the top caused uncertainty 


down the line as to who held au- 
thority and who reported to whom. 
Morale suffered. 


THE ANSWER 


In planning a course of action 
against these problems, President 
Buell took the position that by con- 
centrating on the problem of man- 
agement organization, Formsprag’s 
operations problems would tend to 
be solved in the process. 

His first action was to tighten up 
the management grip on the com- 
pany. He did it not by cracking a 
whip, but by taking initial steps to 
create a clearcut, understandable 
pattern of organization, and a 
stronger, more formal chain of com- 
mand. He began to define—and con- 
fine—responsibilities of the various 
department heads. 

“The job was to get everyone into 
their own backyards—to convince 
them they had enough worries of 
their own without taking on every- 
body else’s,” Buell says. 

At regular weekly meetings, in- 
ter-departmental relations got a 
thorough going over. Buell served as 
moderator, and personally made 
notes which were later circulated 
as a permanent record. 

“Out of our meetings,” says Buell, 
“have come mutual respect, una- 

(Continued on page 54) 
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ARE YOU THE MAJORITY STOCKHOLDER IN A CLOSED 


CORPORATION? IF SO— 


Who would own your business 


if you died right now”? 


Despite Section 303 and other liberalizations in the tax law, your estate 


might lose control of your business if the company lacks a cash surplus. One 


answer is company-owned insurance on your life. Here are the facts, plus a 


hypothetical example to show how they might apply to you. 


mes Assume that a 
man has just died. He was the 
majority stockholder in a closed 
corporation. 

It was just a year ago that this 
man checked over his estate plan- 
ning and found his financial house 
to be in order. He found that there 
would not be enough cash in his 
estate to cover Federal estate taxes, 
but this posed no real problem. The 
reason it posed no problem was that 
his corporation possessed a healthy 
cash surplus. He had made arrange- 
ments so that, at the time of his 
death, his estate could sell some of 
his stock back to the corporation 
for cash, and use the cash to pay 
the estate taxes. 

This transaction of selling stock 
back to the corporation would be 
made under Section 303 of the In- 
ternal Revenue Law. In a nutshell, 
here’s what Section 303 says: 

By meeting certain requirements, 
an estate can sell corporate stock 
back to the corporation without the 
transaction being ruled a taxable 
dividend to the estate. The amount 
of stock sold back to the corporation 
on this basis can be equal to the 
amount of Federal estate taxes plus 
final estate expenses. 

Last year, when the man 
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by Samuel M. Lipp 


checked over his estate arrange- 
ments, all was well. But since then, 
the corporation has been hit hard 
by the recession. The healthy cash 
surplus it possessed a year ago has 
now vanished and the business is in 
debt. 

As a result, the family of this de- 
ceased majority stockholder finds 
itself in an untenable position. The 
reason is this: in most states a cor- 
poration can purchase its own stock 
only from surplus. The corporation 
now has no surplus, and thus can- 
not legally purchase stock from the 
estate. Because this is a closed cor- 


sary. 


poration, the stock has no ready- 
made market. As a result, the execu- 
tor of this estate is going to have a 
difficult time generating the cash 
necessary to cover estate taxes and 
other expenses unless he gives up 
the family’s control of the corpora- 
tion or at least cuts deeply into the 
resources that the deceased stock- 
holder had intended to leave for his 
family. 


The answer: insurance 

Now consider this fact: despite 
the severity of this situation, the en- 
tire problem could have been side- 


Section 303 of the Internal Revenue Law 
is designed to benefit owners of small closed 
corporations. It is not designed as an aid to 
the multimillionaire. If you want to make sure 
that your estate will not be forced to relinquish 
control of the enterprise you have built, then 
Section 303, plus life insurance, working to- 
gether, may form the best method of provid- 
ing the tax free liquidity that will be neces- 














stepped. It could have been done 
through the simple expedient of an 
insurance policy taken out by the 
corporation on the life of the ma- 
jority stockholder. 

If such insurance had been in ef- 
fect in this hypothetical case, the 
future security of the deceased 
stockholder’s family would not be 
determined by the uncertain factor 
of whether the corporation hap- 
pened to have a cash surplus at the 
moment of this stockholder’s death. 
Instead, with the right kind of in- 
surance, the stockholder’s death 
would have created tax-free cash 
for the corporation—cash that could 
be used to purchase stock from the 
man’s estate. 

More and more owners of small 
closed corporations are planning 
their estates to include an insurance 
program designed to take advan- 
tage of Section 303 of the Internal 
Revenue Law. This method offers a 
logical solution to two key prob- 
lems: 

First, the fact that a corporation 
can (in most states) purchase its 
own stock only from surplus. 

Second, the fact that an unrea- 
sonable accumulation of surplus 
by a corporation is subject to a 
penalty tax. 

Let’s take a closer look at Section 
303, and how it can be used in con- 
junction with insurance. 

The law states that if a stock- 
holder of a closed corporation meets 
one of the following requirements, 
his estate is eligible for Section 303: 

1. At least 35% of his gross estate 
consists of stock in a closed cor- 
poration. 

2. At least 50% of his net estate 
consists of stock in the corporation. 

If he owns two or more corpora- 
tions, he must own at least 75% of 
the stock of each corporation to 
qualify for Section 303. If he does, 
then the corporations are consid- 
ered together as one unit in deter- 
mining whether he meets either of 
the two requirements above. 

In most cases, the second of the 
two requirements above is easiest 
to meet, assuming the man has exer- 
cised maximum marital deduction 
in his estate. Let’s assume we have 
a man with a gross estate of $500,- 
000. 


34. 


Gross estate $500,000 
Less final expenses, 

debts, etc. 50,000 
Adjusted gross estate 450,000 
Maximum marital 

deduction 225,000 
Adjusted estate 225,000 
Specific exemption 60,000 
Net taxable estate 165,000 


Amount of stock needed 
to qualify for Section 303 
(50% of net estate) 82,500 

In the same case, if the first re- 
quirement was applied—35%_ of 
the man’s gross estate—he would 
need $175,000 worth of stock in 
the corporation in order to qualify 
for Section 303. 

In the above case, the Federal 
estate tax on a net estate of $165,000 
is $40,200. The executor may offer 
stock to the corporation up to $90,- 
200 (amount equal to estate tax 
plus final expenses), and such a 
sale shall be ruled a sale and not a 
dividend. If the corporation pur- 
chases more than $90,200 in stock 
from the estate, the excess will 
probably be ruled a taxable divi- 
dend and not a sale. 

It is not a legal essential for a 
contract to be formally written be- 
tween the estate and the corpora- 
tion, but it is desirable that the min- 
utes of the corporation and the rec- 
ords show this agreement. 

Life insurance fits in naturally 
with the use of Section 303. Why? 
Because the very occurrence that 
creates the need for a legal surplus 
—the death of the stockholder— 
creates the surplus for the corpora- 
tion. The life insurance proceeds 
are paid into the corporation coffers 
as tax free income. 

There are a variety of specific 
advantages to the life insurance 
plan. Among them are these: 


w It is frequently impossible un- 
der today’s high tax situation for a 
corporation to accumulate a sur- 
plus sufficient to enable it to pur- 
chase a substantial amount of stock 
from the estate of a deceased stock- 
holder. 

= Even if a company does build 
up a surplus for this purpose, the 


accumulated earnings tax may im- 
pose a penalty on the corporation. 
= Life insurance releases working 
capital. In place of accumulating 
earnings, the corporation has only 
to pay an annual premium. 

® The cash value of the policy is 
a corporate asset, available for all 
corporate needs. The annual in- 
crease in cash value represents tax 
free income. The annual payment 
of premiums frequently seems to be 
merely a transfer of funds from the 
cash account to the life insurance 
account. 

™ Under this arrangement, the 
stockholder accomplishes his estate 
objectives without the use of his 
personal funds. 

Why should the corporation buy 
the insurance, rather than the stock- 
holder himself? Again, let’s assume 
that our hypothetical stockholder 
needs $100,000 in insurance for es- 
tate tax purposes. If he purchases 
the policy himself, he increases his 
estate and his tax burden consider- 
ably. For example, a man with a 
taxable estate of $500,000 pays 
$145,700 plus 35% of all above $500,- 
000. If he purchased a life insur- 
ance policy for $100,000, then his 
estate tax would be $180,700, or an 
increase of $35,000. 

If he has his wife purchase the 
insurance policy, then the policy 
would not be taxable in his estate. 
However, he would probably have 
to draw an increased salary from 
the corporation in order to meet the 
cost of the premiums. In this case, 
he would be paying a substantial 
income tax on his increased salary. 

Contrast these disadvantages 
with the advantages of a_ policy 
purchased by the corporation to 
fund a plan using Section 303. The 
corporation buys the policy. The 
policy is a corporate asset. Premi- 
ums are paid by the corporation as 
a legal expense. The cash value is 
an asset listed in surplus. The in- 
crease in cash value is tax free in- 
come. The premiums paid by the 
corporation are, in a sense, non- 
taxable income to the insured. In 
event of death, the proceeds are tax 
free income to the corporation. 

Let’s take one more close look at 
our hypothetical stockholder who 

(Continued on page 52) 
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SALES BUILDER 


This sales record 


builds more sales 


When sped to the salesmen, this simple, low cost sales record serves 


two powerful purposes. It points the salesman to the customer who is 


ready to buy, and it helps the salesman convince the customer that he is. 


mes B<]] & Howell Co. 
(1957 sales $52 million vs. $45 
million in 1956) scores bigger sales 
from dealers because of a simple 
sales analysis record. 

One big advantage of the idea is 
that it costs next to nothing. 

Each month, B&H compiles an 

up-to-the-minute sales history on 
each dealer, showing the dealer's 
order activity. The form is rushed 
to the B&H salesman who uses it in 
a number of ways. Among them: 
w He uses the facts to plan his sales 
calls schedule—since the form tells 
when the customer is ready to buy. 
m During the sales call, the sales- 
man can use the record as convinc- 
ing evidence that the dealer is not 
adequately stocked with Bell & 
Howell products. 

A bonus value is that the reverse 
side of the form serves as the sales- 
man’s call report and order form 
for new promotional aids to be 
shipped to the dealer. 

The dealer sales history form con- 
tains this data: 

1. Total dollar volume of the 
dealer’s orders for each of the four 
previous years. 

2. A monthly breakdown of or- 
ders during the current year to date, 
by product and number of units 
ordered. 
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3. The dollar value of orders 
placed during the latest month. 

4, A cumulative total for the cur- 
rent year to date, showing both 
number of units and dollar value of 
each product ordered. 

The dealer sales histories are ac- 
tually a by-product report. They are 
produced with the aid of IBM 
equipment by B&H’s data process- 
ing department as a by-product of 
cost-of-sales summaries. 

“Since the same keypunch cards 


are used for both jobs,” says 
Marketing Vice President Carl G. 
Schreyer, “the expense of getting 
the dealer reports is nominal.” 
Here is how Vice President 
Schreyer describes one of the major 
uses of the dealer sales histories: 
“Often the dealer doesn’t know 
exactly how much he has ordered 
from us until the salesman shows 
him the report. The reason is 
simple: many of the stores we deal 
with are relatively small. A nation- 


Circle outlines simple but effective sales record in operation. 














DEALER 


This important 
record, when 
rushed to the 
B&H salesman, 
helps him plan 
his calls for 
optimum orders, 
and helps to 
convince the 
customer that 
he should buy. 
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al survey a few years ago showed 
that the typical camera and photo- 
graphic supply retailer had an an- 
nual sales volume of only about 
$82,500, which gives you some idea 
of the kind of operation we're talk- 
ing about. Such a store usually will 
have its own sales records but 
seldom will it break the figures 
down to show volume by brand. 
This is understandable when you 
realize that in this field today, there 
are something like 250 equipment 
manufacturers. 

“Lacking sufficiently detailed 
records, the dealer is frequently un- 
der the impression that he has or- 
dered more units of a given model 
than is actually the case. When the 
salesman shows him, in black and 
white, that he has stocked only one 
Model 250A camera instead of a 
half a dozen as he thought, the 
dealer is generally eager to fill the 





BELL & HOWELL COMPANY 
DEALER SALES HISTORY 
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hole discovered in his inventory.” 

Bell & Howell gives its salesmen 
another source of valuable informa- 
tion: monthly and quarterly sum- 
maries of their own performance. 
From these reports, each salesman 
gets up-to-date figures of his sales 
record for each product, in terms of 
units sold and dollar value. These 
reports also compare his perform- 
ance with his personal sales quota, 
and show how he is doing in com- 
parison to men in other territories 
around the country. 

By studying these performance 
records, the salesman knows exact- 
ly where he stands, and on which 
products in the line he should con- 
centrate his efforts. Then, by check- 
ing his dealer sales histories, he can 
determine where his most unlikely 
prospects are. 

Vice President Schreyer used to 
be a B&H salesman himself. Here's 


re 
— a ee oe seabed 
a 


| CURRENT MONTH CUMUL 
SALES DOLLARS 





what he says about sales planning: 

“In the past, our salesmen plan- 
ned their calls largely by guess- 
work, and then kept their fingers 
crossed. The company sent each 
man a report showing his total sales 
for each month, but it didn’t arrive 
until three months after the orders 
had been booked, and provided 
only total figures, which weren't of 
much help in locating sources of 
additional business among existing 
accounts. 

“Some salesmen kept their own 
records, but frequently were too 
busy selling to enter all the infor- 
mation. As a result a lot of us were 
continually calling on dealers who 
weren't in a position to buy, and 
failing to call on others who were 
ripe prospects. Use of the dealer 
sales histories, plus the monthly and 
quarterly sales summaries, has just 
about eliminated this problem.” & 
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he is meeting 
his own quota 
and compares 
his performance 
with men in 
other territories. 
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by Robert A. Heintze 


A MANAGEMENT METHODS 


Fiow to tackle 
six Common worker woes 





CHECK LIST 


Here is guidance for the two steps of complaint handling: finding the 
real cause of trouble, and taking the action that will really solve it. 


ms Yo cant take 
gripes at mere face value. When an 
employee complains—particularly 
about his supervisor—his words may 
disguise what is really bothering 
him. 

Two steps are necessary to cor- 
rectly tackle an employee com- 


plaint. The first is to pinpoint the 
real problem, instead of falling into 
the trap of accepting symptoms as 
causes. The second is to find and 
apply the specific action that will 
dissolve the problem. 

This check list will help you with 
both steps. It gives six common 


complaints, and some of the com- 
mon causes of them. Keyed to each 
cause of trouble are specific prob- 
lem-solving actions. The actions are 
given on the back of this page. The 
page is perforated so you can re- 
tain it as a permanent action guide 
for handling worker complaints. 


COMPLAINT 


Poor supervision 
“I cant work ’cause my super- 
visor is no good.” 


Poor working conditions 
“How can I get things done in 
a place like this?” 


Poor utilization of ability 
“I can't do this job; I’m trained 
for something better.” 


Unsatisfactory wages 
“You're not paying me enough 
to get what you expect of me. 


Lack of job security 
“Why knock myself out when 
I'll probably get the axe next!” 


Community dissatisfaction 
I don't feel I'm a part of the 
company or community.” 
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COMMON CAUSES 


ACTION 


Employee not able to adjust himself. Oo ABS 

. Inferior supervision. i 

. Supervisor overworked. O E,F,G 

. Employee disturbed over a minor item—using over-all A, C, H 
working conditions as an excuse. 

Poor working conditions. ce: 
Employee using this as an excuse to cover up faulty per- ( A, B, C 
formance or his true reason for quitting. 

Faulty production planning. i 38 

. Improper selection and placement. oR 

. Changes in production situation not explained to em-  K 
ployees. 

. An excuse to cover another reason. Cs a, 
An imagined pay difference between the organization [ A, L 
and a competitor. 

A real pay difference between own organization anda © L 
competitor. 

. Circulation of false rumors or misapprehensions. O A,K 

. Rapid organizational changes. age 

. Peak-valley workloading. O M 

. An excuse to cover up another reason. O A,B,C 

. Inadequate housing, transportation, schools, shopping [© N 
facilities, or social factors. 

New job openings nearer to home. O L 
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Turn the page for actions you can take 











TAKE THESE ACTIONS TO SOLVE PROBLEMS ON PREVIOUS PAGE 


Try to get employee to give specific instances 
or examples. 


Check employee's previous record for job 
hopping. If possible, observe whether similar 
reasons were given for leaving other jobs. 


Check for evidences of adjustment problems 
while on the job. 


Compare supervisor with others on production 
rates, spoilage, backlogs, sick leave, grievance 
rates, requests for transfer, turnover, and 
accident rates. If negative implications are evi- 
dent, discuss some of supervisor's employee 
problems with him. Is his attitude one of help- 
fulness towards his employees or merely a 
determination to win arguments or prove 
authority? Note how he reacts to suggestions 
and how he appraises employee performance. 
If findings are negative, suggest training aid 
for the supervisor in work planning, employee 
training and human relations. 


Note whether supervisor has more inexperi- 
enced employees to carry than usual. 


Does supervisor have any unusually difficult 
production problems? 


Note whether supervisor is under unreason- 
able restrictions or interference from higher 
authority. 


Compare physical working conditions with 
safety and engineering standards and with 
those offered by competitors. Ask the safety or 
production engineer to check the possibility 
of inducing variety and lessening fatigue on 
monotonous or unpopular jobs. Explain to the 
employee that these steps have been taken or 
are being taken. 


Note whether any units are overstaffed against 
contingencies. Are employees being hired too 
far ahead of production needs? Does super- 
visor show alertness in re-arranging work force 
to suit abilities of individual workers? Does 
growth of abilities in workforce go unnoticed? 


J, Inquire whether the required education or 


training level is unnecessarily high for the job 
in question. Are the duties and work conditions 
of a job being fully explained to prospective 
employees? Are interviewers mentally trying 
to connect the temperment, psychology and 
ability of the prospective employee to the job 
in question? 


Note whether supervisor keeps his employees 
well informed and interested in the situation 
of the company and the unit. Does he instill in 
them the feeling of belonging or being part of 
the team? 


Note whether competitor is offering high 
wages to offset poor working conditions, in- 
security or seasonal employment. If so, call 
this to employee's attention. Are employees 
well informed as to pay, advancement possi- 
bilities, value of their work, recreational 
facilities and other fringe benefits offered by 
the organization? Can any aid be given to the 
employee to help him with the problem of 
budget planning? 


Investigate the possibility of acquiring im- 
proved equipment or systems to handle peak 
workloads so as to require a smaller but more 
stable workforce. Could company produce for 
stock during temporary slack periods? Would 
large backlogs during busy periods be more 
economical than a fluctuating workforce? Can 
workers be borrowed or rotated between units 
in order to meet peak loads? Is it possible for 
part-time workers to be utilized during peak 
periods? 


Check to determine whether adequate in- 
formation is being given to job applicants con- 
cerning costs to be expected and local condi- 
tions to be encountered. Can work hours be 
staggered in order to relieve transportation 
crowding? Is the organization giving active 
support and aid to the establishment of car 
pools? If community attitude is one of indif- 
ference or hostility to outsiders, compile a list 
of local church, veteran, fraternal, and social 
clubs that would be interested in new members 
among the employees. Encourage employees to 
join some community club or activity. This 
gives them another connection to sever in 
order to leave. 
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Have you considered 
a company choir? 


IT OFFERS THESE ADVANTAGES— 





EMPLOYEE ENTHUSIASM 


COMMUNITY GOODWILL 


COMPANY PUBLICITY 










Firms are finding that few employee programs can match the economy 


and the triple value offered by a well organized employee singing group. 
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mes = fusic—more spe- 
cifically, singing—is being put to 
productive use by some business 
firms. 

Companies report literally star- 
tling results from the simple step of 
forming a company chorus. 

Experience shows that it can do 
three jobs at the same time: 
= A company chorus can serve as 
an appealing employee relations 
program, often attracting more in- 
terest than company sponsored 
sports programs, for example. It can 
promote company spirit and work- 
ing harmony throughout the organ- 
ization. 
= A company chorus can serve as a 
powerful builder of good commun- 
ity relations. Every time the chorus 


performs, it draws favorable atten- 
tion to your company. 

= A company chorus can indirectly 
sell a company’s products or serv- 
ices. It can create the kind of press 
notices that actually can be meas- 
ured in dollar and cents. 

And, a company chorus can do 
these jobs at relatively insignificant 
cost, compared to the cost of other 
employee, community and public 
relations methods that produce 
smaller results. Here‘s a case in 
point: 

A small company in the Midwest 
manufactures tractor and towing 
machinery. It started a choral group 
seven years ago. The choir has since 
become a community tradition. 

The firm, with between 750 and 
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“<< 


. . . rewarding for employees, 


their families and the community.” 


1,000 employees, draws its chorus 
members from both men and 
women on the manufacturing and 
office staffs, and welcomes members 
of their immediate families into the 
group. According to a company 
spokesman, all that was needed to 
launch the chorus was a notice on 
the bulletin board. From the 900 
employees then on the staff, and 
their families, a group of 35 voices 
was formed. 

Here’s a breakdown of the cost 
of initiating the choral group and 
operating it the first year: 

Professional director ...... $400 
I ee eee Mae aig 4 tigi $ 23 
Accompanist for rehearsals 
and public appearances .. . $200 
Choral gowns (non-recur- 
0 ee ere $434 
Transportation to Chicago 
(one trip in charted bus) ..$ 60 
Dinners, paid for when 
chorus filled outside engage- 
BSR a eee erage $ 50 
Piano, for in-plant appear- 
SE Bi eae re on en Ok, $ 30 


The costs, therefore, for its first 
year of operation came to a total 
of $1,197. Since then, even with a 
larger group of 55, the costs have 
averaged about $1,250. a year, and 
that includes an_ off-the-premises 
rehearsal hall in the local high 
school, additional trips out of town 
and a larger figure for dinners be- 
cause more outside engagements 
have been added each year. 

Since its formation, the company 
chorus has appeared at the Vet- 
erans Administration hospital on an 
average of twice a year, has per- 
formed regularly at the city home 
for the aged, before the local Par- 


ent-Teachers Association and has 
contributed its services at charitable 
fund raising drives. It has been on 
a number of television programs 
and has made many radio appear- 
ances—all in addition to starring at 
company functions such as Christ- 
mas party for employees’ children 
and Easter celebrations in the plant 
cafeteria. The chorus also spear- 
headed and organized a_ spring 
concert in its city, with proceeds 
going to charity. 

According to a company spokes- 
man, “This has been one of our 
most rewarding recreational pro- 
grams, for employees and their fam- 
ilies—and for the community.” 

According to one estimate,* all 
of the costs involved in launching a 
company chorus can be held to a to- 
tal of well under $1,000. This can in- 
clude the cost of choral robes or oth- 
er costumes. Of course, depending 
on the size of the group and other 
considerations, a larger investment 
may seem advisable. Nonetheless, 
with good planning, it is possible to 
hold costs to a bare minimum and 
still obtain full value from the pro- 
gram. Furthermore, in many if not 
most cases, the choristers them- 
selves cover at least part of the 
costs. 

Once started, the chorus usually 
finds itself presented with a wide 
variety of opportunities to represent 
the company publicly. When the 
community learns that the chorus is 
available for outside performances, 





*This estimate comes from officials of the E. R. 
Moore Co., suppliers of choral robes. The com- 
pany offers a free booklet titled, ‘““Working 
Harmony—How to Organize a Company Cho- 
rus.” Address the company at 932 Dakin St., 
Chicago 13. 
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worthwhile invitations are not long 
in coming. 

Commonly, company choruses 
perform in school and church pro- 
grams, municipal events, charity 
and community fund-raising drives, 
fairs, and seasonal programs such as 
those at Christmas. Some company 
choruses put on their own concerts, 
often in conjunction with choruses 
from other business firms. It’s not 
unusual for a company to use its 
singing employees to entertain at 
stockholder meetings, as well as for 
employee meetings and programs. 

The primary attraction of a com- 
pany chorus, from the employee 
point of view, is the simple fact that 
in almost every company, a sizable 
proportion of the personnel likes to 
sing, especially when they can sing 
together. When a company organ- 
izes the program thoughtfully, and 
gives its people the right kind of en- 
couragement in the beginning, em- 
ployee interest usually emerges of 
its own accord, often from the least 
likely individuals. Once the chorus 
is organized, employee enthusiasm 
tends to sustain it, eliminating the 
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need for a great deal of manage- 
ment attention. 

Here are some tips on how to get 
a company chorus started: 

How to recruit members. It’s be- 
cause every organization has _ its 
quota of bathroom baritones and 
shower sopranos that the recruiting 
job is made easy. Generally, all that 
is required to get a chorus started 
is an open invitation extended to 
everyone who wants to raise his 
voice in song. 

At the start, emphasize the fact 
that no formal training or special 
talent is necessary. Don’t hold audi- 
tions; that process tends to frighten 
away the timid. Take the point of 
view that the more voices in the 
chorus, the better—since the strong- 
er voices will eventually encourage 
the weaker ones to sing out. 

At the preliminary meeting of the 
employees who have expressed in- 
terest in a chorus, it’s best to pre- 
sent at least a firm framework of a 


NORTHROP AIRCRAFT, INC., HAWTHORNE, CALIF. 
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plan, rather than expecting the indi- 
viduals to build the program from 
scratch themselves. Explain the 
aims of the choral group, offer an 
organizational set-up, and specifi- 
cally detail the responsibilities and 
costs that will be assumed by the 
company, and those that the choris- 
ters themselves must assume. 

It is advisable to hold the first 
formal meeting of the group soon 
after the introductory meeting, in 
order to prevent interest from sag- 
ging before the program gets into 
motion. At the first meeting, it is ad- 
visable for a steering committee to 
be elected or appointed. 

How to organize a chorus. To be 
most effective, the choral group 
should have its own officers and 
committees to handle various organ- 
izational details. The first body of 
officers can be selected from the ini- 
tial steering committee. Thereafter, 
the group can hold its own elections 
to allow the broadest possible par- 
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ticipation among members. These 
are the committees that are most 
commonly formed by a company 
choral group: social, program, mu- 
sic, library, new membership, robes, 
and finance. 

Membership qualifications. Keep 
membership qualifications as broad 
as possible. There is no age limit 
for singing. Men and women should 
both be eligible even if you do not 
expect to have a mixed choir. Some 
companies have separate men’s and 
women’s groups which perform to- 
gether only on special occasions. 

The best industrial relations 
benefits come from a company cho- 
rus when it is composed of people 
from different backgrounds and 
work classifications. One objective 
of the program should be to stimu- 
late friendly contact between wide- 
ly separated members of your or- 
ganization. 

Rehearsals. Most companies find 
that a weekly rehearsal session di- 
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How to cut costs 
if you ship overseas 


"> Rate differentials in certain areas of © 
> the U. S. can save you real money. — 
> For example, from a large section of 
the U. S. you can enjoy lower inland © 
| rates from and to Newport News, Vir- © 
» ginia, than to other North Atlantic ~~ 
Ports. Many alert companies have lo- | 
cated plants and warehouses here for © — 
just this reason. 
~ Now... a new industrial park has 
_ been added to this profitable situation. © 
' It offers, in addition to Newport’s su- | 
~ perb port facilities, a location that — 
needs no development on your part 
Utilities are on site. Highways, rail- 
» roads, air and ocean shipping, are 
~ close at hand. And you'll find a favor- 
~ able “business climate.” 
~ If you’ve been looking for a way to | 
* cut your distribution costs, write me | 
» confidentially and personally for de- 


Tau Lorlay 


Louis C. Purdey 








Peninsula Industrial Committee 
237 - 28th Street, Newport News, Va. 


(Circle number 128 for more information) 
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ELECTRONIC COMPUTERS 
ARE HERE 


Learn to apply them 

Electronic Computers require new 
systems and procedures. 

Electronic Computers require a new 
look at established practices. 
Electronic Computers require trained 
personnel at all levels. 

Electronic Computer programming and 
applications can be studied on the job 
or at home with a 

HOME STUDY COURSE 

designed for 

inexperienced people, developed by 
Business Computer Experts. 


~~ ee 


A practical Workshop Approach. 
Write for Free Brochures: 


BUSINESS ELECTRONICS 
INC. 


Educational Div. 


420 MARKET STREET 
SAN FRANCISCO, CALIF. 
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Member National Home Study Council 


(Circle number 148 for more information) 
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HOW COMPANIES USE 
THEIR CHOIRS 


Your company need not be a big one to benefit from a company 
chorus, but some of the best known choral groups are those 
from major companies. 


Probably the best known of employee singing groups is the 
Rockefeller Center choristers who sing in New York’s Rocke- 
feller Plaza each Christmas and Easter. The group’s outdoor 
programs have become a major attraction not only for New 
Yorkers, but for thousands of tourists as well. 


In Chicago, the Burlington Zephyr choir shares with choruses 
from the Milwaukee Railroad and the Pennsylvania Rail- 
road in presenting Christmas programs at Union Station. The 
Burlington choral group was formed in 1943, now consists of 40 
men and women from nearly every company department. The 
group presents musical programs for churches, schools, fraternal 
organizations, women’s clubs and civic groups in Chicago and 
surrounding towns. It has made a number of radio and television 
appearances. 


In Midland, Mich., the Dow Chemical choir has become recog- 
nized as a favorite form of entertainment. The group appears 
before more than 20,000 persons a year and has to turn away 
crowds for its concerts held at local high school auditoriums. 


Syracuse, N. Y. holds an annual festival in which the choral 
groups of four companies participate. The Smith-Corona, 
Crouse-Hinds, New Process Gear and Onondaga Pottery 
choirs join together to provide a climax to individual company 
choral programs which take some of the groups as far as 90 miles 
from the city for scheduled appearances. 


Employees of Metropolitan Life Insurance Co. and the 
Equitable Life Assurance Society each give concerts at large 
public auditoriums. These programs are now so well attended 
that invitations must be limited to employees and their friends. 


Thompson Products, Inc. of Cleveland organized a choral 
group in 1953 with 15 employees. Today there are 65 men and 
women in the chorus. The group has appeared at community 
fund rallies, at veterans hospitals, in the Cleveland public square 
at Christmas, and at Cleveland Stadium to sing between double- 
header ball games, in addition to frequent appearances before 
the company’s own employees. This chorus averages one outside 
engagement a month year ‘round. 


The choral group of Eli Lilly and Co. has presented programs 
at orphanages, at homes for the aged, at Masonic Temples, 
Lions Clubs and other fraternal and civic organizations. Last 
year the Lilly chorus joined with choruses from the Indianapolis 
Power & Light Co. and the Allison Division of General 
Motors to offer a musical festival. The program was held in a 
high school auditorium where the groups sang to a capacity 
audience of employees and their families. Because of the en- 
thusiastic response to the program, the three company choruses 
plan to make their program an annual event, with additional 
performances to accommodate the demand. 
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rectly after working hours is the 
best arrangement. 

The group should have available 
a fixed place for its scheduled re- 
hearsals. A rehearsal room should 
be at least reasonably private so 
that the chorus can work without 
the distraction or embarrassment of 
interruptions. The room should be 
equipped, of course, with a piano, 
enough chairs for all, a small podi- 
um and music stand or lecturn. In 
addition, facilities should be availa- 
ble for storing music, robes, and ac- 
cessories. 


Professional director. The factor 
that will probably have the strong- 
est bearing on the success of your 
company chorus is the music direc- 
tor. There seems to be little doubt 
that a leader of professional stand- 
ing is required. It takes a trained 
musician to create the proper bal- 
ance of voices and tone, to recog- 
nize the strengths and weaknesses 
of the group, and to counsel on the 
selection of music that will be with- 
in the scope of the chorus. 

Get in touch with your local 
schools or music associations for 
guidance concerning selection, du- 
ties and fees of a director. In mak- 
ing your selection, be certain that 
the music director thoroughly un- 
derstands and sympathizes with the 
amateur and recreational nature of 
the activity. Stay clear of the perfec- 
tionist who will take the fun out of 
singing by setting impossibly hard 
professional standards. 


Concerning costs. There are al- 
most as many ways to cover the cost 
of maintaining a choral group as 
there are choral groups. Apparently 
the most common approach is to 
have joint contributions made by 
the company and by the employee 
participants. In one case, for exam- 
ple, the company contributes $4 to 
the chorus budget to match each $2 
membership fee that is paid. In ad- 
dition, this company covers the cost 
of transportation when the chorus 
is filling outside engagements—an 
average of 12 or 15 times a year at 
nearby hospitals, homes for the aged 
and orphanages. 

The key point to remember, how- 
ever, is that a company chorus rep- 
resents an extremely low cost meth- 
od of obtaining unusually high em- 
ployee enthusiasm, community good 
will and company publicity. # 
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Fiow to get the 
MONEY fora 


NEW PLANT 
(Ready to occupy or Built to order) 


...1n a friendly community 
combining “Room to Grow” with 
quick access to resources, 

major markets, and suppliers. 


Money has been set aside by communities in West Penn Electric’s 
service area to help forward-looking industries build new plants— 
or adapt existing plants to their specific needs. This money is avail- 
able at low cost as (1) most of the community industrial organiza- 
tions are non-profit and (2) value of the plant payroll to the 
community is taken into consideration. 

If you will outline your financial requirements in some detail, our 
staff of plant location specialists will go to work immediately to 
provide specific data on transportation services, taxes and zoning, 
labor supply, and the community characteristics of the localities best 
suited to your needs. There is no charge for this service. 


Call our Area Development Dept. — HAnover 2-9183, or mail the 


coupon today. 
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Monongahela Power Company Z 
The Potomac Edison Company //. 
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WEST PENN ELECTRIC SYSTEM t ] 
ROOM 1008 


| 50BROADSTREET, NEW YORK4,N.Y. 
i] Without obligation, please send me informa- 
" tion about available buildings and sites, and 


the assistance offe by you and the com- 
munities in your service area. 
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Time Will 
Tell... 


The old gentleman knows a good 
permanent record paper when he 
sees one. For the surest test of the 
value of such paper is TIME itself. 
Then, of course, comes the ability to 
take repeated erasures, rewriting 
and hard handling. 

It takes the finest of new white cotton 
fibers combined with skillful un- 
hurried techniques in converting them 
into paper to produce those qualities, 
inherent in 


L.L.BROWN’S 
LINEN LEDGER 


EXTRA #1 
100% new white cotton fiber 


This superior record paper has won 
its reputation on all counts in actual 
usage over the years in county and 
city offices where records must be 
enduring. 


L.L.BROWN 


LEDGER & RECORD 


Since 1849 
Adams, Massachusetts 


APERS [2] 





(Circle number 107 for more information) 
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Thought starters 


IDENTIFICATION 





AEC uses color photographs 
to speed worker recognition 


Some 2,000 Atomic Energy Com- 
mission headquarter employees 
now have new identification badges 
containing their photographs in 
color. 

Prime reason for the change from 
black-and-white pictures, an AEC 
spokesman said, is that natural color 
photography allows quicker, more 
positive identification of workers. 

Other organizations that rely on 
photographic passes for identifica- 
tion purposes are also reported 
switching to the more natural look- 
ing color pictures, Eastman-Kodak 
states. 


FORMS 


Grids save time 
in report making 


Ruled masters for form duplica- 
tion can now be easily made-to-or- 
der for any application. The simple 
technique, designed by Diebold, 
Inc., utilizes any superimposed 
combination of vertically ruled and 
horizontally ruled grids. There is 
practically no limit to the form vari- 
ations made possible with these 
ruled grids. 

They minimize the need for 
stocking an endless number of spe- 
cial reports, analyses and other 
worksheets. 

Any translucent sheet with hori- 
zontal grid is positioned as desired 
over any translucent vertical grid. If 
the resulting form is to be used 
more than once, headings and other 
fixed information are then inserted. 


The two grid sheets are then proc- 
essed together through any white- 
print duplicator, such as Bruning 
or Ozalid, to produce the custom- 
made master. 

For more details on these inexpen- 
sive grids, circle 253 on the Reader 
Service Card. 


NEW PRODUCTS 





Mechanical device speeds 
multi-forms separation 


For speed and economy in sepa- 
rating multi-part forms, The Stand- 
ard Register Co. has designed the 
Form Flow vertical separator. Motor 





New vertical separator handles up to 
350 feet of multi-forms per minute. 


driven, the new unit operates inde- 
pendently of the forms writing ma- 
chine. 

It performs its job by guiding one 
part of a multi-part form down one 
side and the remainder of the set 
down the other. Carbon is disposed 
of by a “no latch-drop in” rewind 
spindle. Loading is accomplished in 
seconds, and the device accommo- 
dates a 12-inch high stack of forms. 
Guide chutes and refold trays ad- 
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H. J. Haughton, Vice President and Controller, Jones & Laughlin Steel Corp. 
& 
B 66 


Moore forms help us keep tab on costs” 


AUTOMATED SYSTEM GIVES JONES & LAUGHLIN ACCURATE BUDGETING FOR RIGID COST CONTROL 


b 


¥ 


\ new costing system helps Jones & Laughlin Steel Corp. pin- management timely and easily understood reports. Planning 
point costs with greater accuracy. This calls for fast action is speeded, with time for correction if needed. Big decisions 
in collecting costs at their source. Punched cards record all tend to be more correct; little ones are routine. Valuable 
elements of cost — yield, labor charges, maintenance and yardsticks measure results in all theaters of costs. 


repairs, services, supplies, etc. An IBM 650 computes the The Moore man helped with the actensii 


actual cost of every product at each production stage. ‘ A 
ss 74 oP I “oO design of the procedures and forms used in 





This costing process is then repeated, but with budget the Automated Data Processing (ADP) sys- 
data rather than actual. When both actual and budget costs tem. For other examples of system improve- 
are known, they are printed, together with the variances ment, write on your letterhead to the nearest 
between the two, on a Commodity Cost Sheet, a Moore con- Moore office. 


tinuous form. This is J & L’s control in print. 
i Moore Business Forms, Inc., Niagara Falls, N. Y.; Denton, Texas: 


The mountains of production and cost data are handled Emeryville, Calif. Over 300 offices and factories through 


at electronic speeds, giving all different levels of J & Is out U. S., Canada, Mexico, Caribbean, Central America. Wooks 








Build control with 


| MOORE BUSINESS FORMS 
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IN MODERN MIMEOGRAPHS 





BEST BALANCED BUY 
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P. S.: A. B. Dick mimeograph products are for use with all suitable makes of stencil duplicating products. 


A. B. Dick Company presents an 


ALLNEW, ALLELECTR 
low cost mimeograp 


the only LOW-PRICED quality mimeograph to pass 
the 5-POINT BEST BALANCED BUY TEST! 


Ease of Operation? It’s the 
nearest thing to automation! No 
pumping, no priming, no fussing 
with dials. Ink flow is 100% auto- 
matic! One inking lasts up to 
3 or 4 months—or 20,000 copies. 
Foolproof feed system can’t jam 
or feed doubles! 


Versatility? How’s 10 copies or 
10,000 copies per master for ver- 
satility? Or up to five colors at 
once? Or electronic stencils that 
reproduce type faces—even screen 
halftones—in black and colors? 


Speed? Indeed! Up to 100 
copies per minute! 


Maintained Legibility? Abso- 
lutely tops! The 5000th copy is 
as clean, as clear as the 5th copy! 


What About Low Cost? Here’s 
really big news! Model 412 is the 
lowest-priced, quality, all-electric 
mimeograph available anywhere. 


But no amount of words can take 
the place of an actual mimeo- 
graph demonstration. 


Call your A. B. Dick Company 
distributor right away. He’s 
listed under Duplicating Ma- 
chines in the classified section 
of your telephone directory. Or 
mail coupon below. 


=j A-B-DICK 


BEST BALANCED BUYS IN DUPLICATING PRODUCTS 
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A. B. Dick Company 


Dept. MM-128 


5700 West Touhy Avenue «+ Chicago 48, Illinois 


Please send complete information about the only low-priced, quality mimeograph 
to pass the “5-POINT BEST BALANCED BUY TEST!” 


Name__ 
Company____ 
Address____ 


vs aa 


fe.) ae State 


_Position_____ 


just to various angles and will take 
any weights of paper and carbon. 
The separator handles any size 
form up to 17 inches long by 17254 
inches wide, at speeds of up to 350 
feet per minute. 

Sturdily constructed of grey fin- 
ished chrome steel tubing and 
heavy gauge steel, the Form Flow 
separator stands 55 inches high, 30 
inches wide and 59 inches long. It 
weighs about 100 pounds. The pow- 
er head is equipped with a 110-volt 
AC-DC motor with variable speed 
control and an on-off rheostat. 

For more details, circle number 247 
on the Reader Service Card. 


Snack center takes only 
three feet of wall space 


A new Take-a-Break snack cen- 
ter is a three-in-one combination 
that vends a variety of candy, 
crackers and hot beverages. 

Measuring just 36 inches wide 
by 14 deep and 57 high, the unit 














Compact dispenser provides choice of 
five snacks and three hot beverages. 


occupies littke more space than a 
cigarette machine. It was designed 
by Lehigh, Inc. for use wherever 
appearance is important and space 
at a premium. 

For more details on this snack ven- 
dor, circle number 255 on the Reader 
Service Card. 


New two-unit system saves 
time in payroll audit 


Payroll audit automation is pro- 
vided by a new two-unit system de- 
veloped by Cincinnati Time Re- 
corder Co. A Paymaster time clock 


MANAGEMENT METHODS 
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punches daily “in” and “out” time- 
identification holes in each employ- 
ee’s time card. At the end of the 





Time punched payroll cards are scan- 
ned by photoelectric cells in audit unit. 


pay period a Paymaster “Auditor” 
automatically audits the cards and 
prints the full pay tally on each. 

The system can be adjusted to 
any type pay period. It can be inte- 
grated with EDP systems or used 
with conventional office equipment. 
Auditing speed is 1,800 time cards 
per hour, Cincinnati states. 

The new Paymaster punch time 
recorder costs $450. Price of the 
companion Auditor is $850. 

For more details, circle number 249 
on the Reader Service Card. 


OFFICE DESIGN 





Complete “packaged” offices 
available under new plan 


Now you can order offices com- 
plete from walls to furniture in one 
coordinated package. This new co- 
operative plan is introduced by 
Remington Rand and E. F. Hauser- 
man Co. 

Offered in the packaged deal are 
Remington’s Aristocrat modular fur- 
niture line and movable steel and 
glass divider wall systems by Haus- 
erman. 

Almost unlimited combinations of 
office layout and design are possible 
since both furniture and wall com- 
ponents are built to the same mod- 
ule. All equipment is available in a 
wide selection of mated or compati- 
ble colors. 

For further details on these pack- 
aged offices, circle number 252 on 
the Reader Service Card. 
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ALLNEW, ALLELECTRIC 
low cost fluid duplicator 


the only LOW-PRICED fluid duplicator that 


passes the 5-POINT BEST BALANCED BUY TEST! 


Ease of Operation? No equal 
anywhere! Virtually operates 
itself. Fluid flow is totally auto- 
matic. New feed system can’t 
feed doubles. Built-in copy 
counter, too! 


Versatility? No other machine 
comes close! Feeds anything— 
small postcards to large, legal- 
size paper—even card stock and 
paper, mixed—one sheet at a 
time! Doubles as an AZOGRAPH 
duplicator, too, for easiest, fast- 
est and lowest cost duplicating 
with absolute cleanliness. 


Speed ? Its 100 sheets per minute 
is tops among fluid duplicators. 





Maintained Legibility? You get 
up to 400 easy-to-read copies of 
written, typed or drawn material 
per master. And with five differ- 
ent colors to choose from copies 
get added eye-appeal, too! 


Low Overall Cost? Absolutely! 
Fact is, you get all-electric opera- 
tion at the price of hand-operated 
equipment. 


Want a demonstration? Give your 
nearby A. B. Dick Company dis- 
tributor a call. He’s listed under 
Duplicating Machines in the 
classified section of your telephone 
directory. Or mail coupon below 
for complete information. 


A-B-DICK 


BEST BALANCED BUYS IN DUPLICATING PRODUCTS 





A. B. Dick Company 


Dept. MM-128 


5700 West Touhy Avenue « Chicago 48, Illinois 


Please send full information about the only low-priced fluid duplicator that passes 
to pass the ‘“5-POINT BEST BALANCED BUY TEST!” 





Name Position 

Company_ en 
Address ie 
City__ Zone__ State Tanyas 


(Circle number 150 for more information) 
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How to facelift : 











Outmoded front dated back to 1911. Dull bronze letters on weathered stucco unassumingly announced William H. 
Wanamaker building. Structure now presents novel, modish front to Chestnut Street passers-by. Original walls and 
windows remain unchanged but hidden. Gleaming black aluminum script is sharply outlined in copper-gold neon. 


You don't need a big budget to update an 
outmoded building front. It just takes a 
little imagination. Here's one example of 
how an ingenious new look was achieved 


at an installed cost of $5 per square foot. 


Closeup of aluminum cylinders 
shows how air and light filter 
through facade. Grill casts 
interesting light patterns inside, 
but eliminates glare of direct rays. 
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a facade 


without 


surgery 


me Original front of 
the William H. Wanamaker build- 
ing in Philadelphia was almost 50 
years old and looked its age. A new 
facade was needed to update the 
drab building—without the high 
cost of reconstruction. And the de- 
sign had to satisfy the city’s Art 
Commission which reviews pro- 
posed facade changes. 

The problem of rejuvenation 
without major surgery was turned 
over to Philadelphia architects 
Thalheimer & Weitz by the new 
owners, Broadstreet’s Inc., when 
they acquired the old structure this 
year. This architectural firm came 
up with a high style, low cost solu- 
tion. They fashioned an easily hung 
grillwork. It was fabricated from 
3,600 open-ended aluminum cylin- 
ders, each four inches deep by six 
inches in diameter. Bolted together, 
the modern looking grill was simply 
superimposed over the existing 
front. Thus the old store front was 
given a completely new look with- 
out touching the original walls, 
windows or ornamentation. Use of 
lightweight aluminum grill also ob- 
viated the need and cost of struc- 
tural reinforcement. 

Added economy note—the open 
grillwork reduces the air condition- 
ing load. Although old large win- 
dows remain, the grill shuts out the 
direct sun. 

The entire facade was erected in 
a few days without major scaffold- 
ing and without disrupting the 
course of normal business. Sections 
of the new grill can be easily re- 
moved to comply with fire entrance 
law. The 47-year old Wanamaker 
building now has a brand new look 
—achieved at a budget price. & 
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ACCOUNTANTS RENOWNED 


DEBIT, CREDIT & ASSET, INC. 


Certify Columbia Ribbons and Carbons 


“We couldn’t even decipher our own ciphers, so blurred were 
balance sheet copies three and four,’’ said Asset to Debit. 

“No longer is ledgerdemain our liability—all credit to 
Debit,’”’ cried Credit, ‘for switching our business machines to 
Columbia Ribbons and Carbons!” 


RIBBONS AND CARBONS 


COLUMBIA RIBBON & CARBON MFG. CO., INC., GLEN COVE,N. Y. 
COLUMBIA RIBBON & CARBON PACIFIC, INC., DUARTE, CALIF. °T.M. Ree. U8. Pat. Of. 
(Circle number 111 for more information) 
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ABCD 8 Vari-Typer, with its 
ABCD $ instantly changeable 
ABCD : type, in limitless 
pet $ combinations of styles, 
ABCD : sizes and spacings, 
ABCD? provides low-cost office 
A . CD ¢ composition for forms, 
ABCD ‘ 
ABCD bulletins, reports, price | 
& 
ABC 5 e sheets and other 
pipes “ $ vital printing and 
Reed : duplicating needs. 














INSTANTLY CHANGEABLE TYPE 










For any 





duplicating 


process 





LOOKS LIKE A TYPEWRITER... 
WRITES LIKE PRINTING. 


This copy was Vari-T yped. Heads by Headliner. 


VARI-TYPER CORPORATION, 
SUBSIDIARY OF 
ADDRESSOGRAPH-MULTIGRAPH CORPORATION 


@©0e00000600000000000000008600 
VARI-TYPER COPPORATION DEPT. S-124 
720 Frelinghuysen Ave., Newark 12,N.J. 
Plecse send me VARI-TYPER Book 
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Business 
electronics 


British analog computer 
' small in size and price 


“Minispace” is the name of a 
new analog computer developed 
in Britain by Solartron Elec- 
tronic Group, Ltd. About the size 
of a console radio-phonograph, it 
is priced at $4,200 in England. 
Because of its compactness, it 
can be conveniently used at the 
side of a desk or laboratory 
bench. 

With this new computer, the 
maker states, actual system per- 
formances can be set up and 
proved electronically in a few 





Unit simulates system performance 
and gives rapid equation solutions. 


hours, eliminating months of 
work and the added expense of 
setting up pilot plants or proto- 
types. 

The unit is completely self- 
contained. It comprises 10 drift- 
corrected DC amplifiers, with all 
input and feedback components, 
potentiometers, control panel, 
patching panel and power sup- 
plies. Non-linear elements are in- 


corporated and expansion facili- 
ties are provided. 

Each amplifier can be used for 
summing, sign reversing, integra- 
tion or simulation of a transfer 
function over a wide range. Any 
problem requiring up to 10 such 
operations can be solved or sim- 
ulated on the computer. 

Used in conjunction with the 
Solartron Servo Multiplier TJ 
725 which can be used as a mul- 
tiplier, resolver or non-linear 
function generator, many more 
complex problems can be tack- 
led. 

For further details on this ana- 
log computer, circle number 292 
on the Reader Service Card. 


is New service converts 
computer data into graphs 


Executives can now have the 
mass of digital computer data— 
production fluctuations, sales to- 
tals, inventory levels, etc.—con- 
verted electronically into the 
more meaningful format of 
graphs, curves or line drawings. 
The new time-saving service is 
available through the 80 local 
branches of The Service Bureau 
Corp., subsidiary of IBM. 

The new method of presenting 
computer findings in charted 
form is made possible by the Da- 
taplotter. This electronic ma- 
chine digests data from punched 
card and tape control systems, 
and plots it automatically in eas- 
ily interpreted graphs. 

As one example of the Data- 
plotter’s speed and versatility, it 
converted computer data on pro- 
posed cut and fill operations for 
a mile of new highway into cross 
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sectional drawings in just 20 
minutes. 

For more data on this computer 
data plotting service, circle number 
293 on the Reader Service Card. 


Computer obsolescence 
not likely in next decade 


According to Burroughs Corp. 
Vice President James R. Brad- 
burn, there is little likelihood of 
present electronic data process- 
ing computers becoming obso- 
lete in the next 10 years. 

Yet, figures show, many pro- 
spective installations are de- 
ferred because of obsolescence 
worries. Mr. Bradburn points out 
that a computer is not really ob- 
soleted until the new model's 
price can be fully absorbed in a 
reasonable time by savings real- 
ized over its predecessor. 

Other prospective computer 
purchasers, fearing obsolescence, 
resort to the rental plan. These 
firms, Mr. Bradburn says, need- 
lessly sacrifice the financial gain 
that outright purchase of a com- 
puter system offers. 


(F Visual data can be added 
to sensitized tab cards 


Sensitized tabulating cards for 
combining pictorial material 
with coded and punched data 
have been introduced by Ozalid 
Division, General Aniline & Film. 

These diazo coated cards can 
be employed in production con- 
trol systems, pictorial language 
presentations, inventory proce- 





Pictorial material can be added to 
sensitized cards for tab work. 


dures, personnel records or wher- 
ever visual items need to be used 
in a tabulating card system. The 
new cards are standard size, 3% 
by 7% inches. 

For more data, circle number 
245 on the Reader Service Card. 
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REDUCE HEATING COSTS! 
CLEAN BOILERS WITH A 


TORNADO, suMBO 


VACUUM CLEANER 












% 55 GA. CLEANING 
CAPACITY ON ANY 
STANDARD DRUM. 


USE YOUR OWN STANDARD 
55 GAL. DRUM. 


Dirty, soot-clogged boiler tubes can easily double fuel bills. 

To call in an outside service to clean your boiler is expensive. 

Why not solve boiler problems with a Tornado Jumbo vacuum 
cleaner. It’s actually a powerful motor unit with a cover and filter 
bag that fits right on any standard 55 gallon drum. (4 Wheel dolly 
also available. ) 

We’ll supply the proper hose and tools so that this cleaning job 
will take but a few minutes, and all the soot is right there in the 
drum to be carried away. Most users save the full cost of their 
Tornado Jumbo in a few months, by reduced fuel bills. 

What’s more you get an extra bonus in the way the Jumbo does 
numerous other important cleaning jobs too! 


Start your fuel savings now! 
Write for Jumbo Bulletin No. 899 


| Gentlemen: 

We would like to reduce our heating costs with im- 
proved boiler cleaning. Please have your distributor 
contact us for a demonstration. 


| 
| 
Cen Za 
ELECTRIC MFG. CO. Sieeiee Sar ! 

| 


STREET a aE ae = ERIN 
5136 NORTH RAVENSWOOD AVE. 
CHICAGO 40, ILLINOIS RT IRR EET 
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No “ifs” and “buts” when the 
photocopy is made on Photostat 
Photocopying Equipment. Easy to 
read, and each an exact copy of the 
original, your photocopy reflects to 
your customers and prospects that 
you care enough to offer the best. 

And Photostat Photocopying 
Equipment is economical and de- 
pendable to operate. There are 17 
models available, each designed to 
fill specific needs in the ever-increas- 


our standards! 





ing photocopying requirements of 
today’s business. 

Be sure of the right photocopying 
equipment and before you invest in 
any ...take a look at Photostat 
Photocopying Equipment .. . it can 
make a big difference. 

From coast to coast our Sales- 
Service representatives are ready to 
serve you. 

Contact the one nearest you or 
write direct to us. 





The Junior Continuous Model 
A... ideal for “in-office” 
Photocopying. 














PHOTOSTAT CORPORATION 


P. O. Box 1970-C 
Rochester 3, New York 





Copy Methods 
For Today’s Business 


fou hay (2 complite photocopy satafacton 
PHOTOSTAT 


PHOTOSTAT CORPORATION 





PHOTOSTAT 
is the 
trademark 
of 
PHOTOSTAT 
CORPORATION 
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Estate planning 
(Continued from page 34) 


has an estate of $500,000. Together 
with a wife, he leaves two sons 
whom he has groomed to take over 
control and management of the 
business he has built. He has a sub- 
stantial stock interest in his closed 
corporation, but not much cash. His 
estate breaks down like this: 


Home $ 60,000 
Home furnishings 30,000 
Stocks and bonds 60,000 


| Life insurance (payable 


to wife in income) 100,000 
Stock in corporation 245,000 
Cash 5,000 
| GROSS ESTATE $500,000 





As previously indicated, this es- 
tate is subject to an estimated de- 
duction of $50,000 for debts and 
final expenses, and, after a full 
marital deduction, an estate tax of 
$40,200—making a total of $90,200. 

The wife receives the home, the 
income from the insurance, and her 
husband’s stocks and bonds. The 
sons inherit the business. But where 
does the $90,200 come from to cover 
taxes and expenses? 

The answer is that the corpora- 
tion purchases $100,000 life insur- 
ance and enters into contract with 
the majority stockholder to use the 
insurance to purchase stock from 
his estate in the event of his death. 

Thus, the stockholder 
has achieved his objective without 
use of personal funds. The govern- 
ment, through Section 303, has per- 
mitted him to use his corporation to 
finance his tax burden with the help 
of insurance. There is no necessity 
of forced liquidation with its at- 
tendant losses. @ 





ABOUT 
THE 
AUTHOR 


Attorney Samual M. Lipp is an in- 
surance consultant with the Metropoli- 
tan Life Insurance Co. He specializes 
in problems of tax and business in- 
surance in the field of estate planning. 
He has been with Metropolitan since 
1937, and holds the degree of Char- 
tered Life Underwriter. 
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My costs are down...or are they? 


with Burroughs Accounting Machines, you know 


Are you plagued by accounting data that are often incomplete, 
a. ‘ inaccurate or in other ways inadequate? Then remember this: 


The facts of your business life come sharply, quickly and fully into 








a focus when you have Burroughs Sensimatic Accounting Machines 
at work for you. 
hs HE + Payroll accounting, receivables, payables, inventory—you name the 
: $ application. Sensimatics can concentrate on one job or, at the flick of 








a knob, master many. They have the built-in extra speed, capacity 
and versatility to process your data automatically and produce on 
i the double the figure-facts you need to understand, control and guide 
your business most effectively. 





See a demonstration at our nearby branch today. Or write to 
Burroughs Corporation, Burroughs Division, Detroit 32, Michigan. 


Burroughs and Sensimatic—TM’s 


Burroughs Corporation 


“NEW DIMENSIONS / in electronics and data processing systems” 
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You Get Things Done With 
Boardmaster Visual Control 


sera eid 


: psEseaE aes 
vugaeao dawn. ! 

sees eo ER OS OS OR OS ES CHS 
"eh es OH EI BREE EF SS ET 


is 





yy Gives Graphic Picture of Your Operations 
—Spotlighted by Color 

yx Facts at a glance—Saves Time, 
Money, Prevents Errors 

yy Simple to operate—Type or Write on 
Cards, Snap in Grooves 

yy Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 

yy Made of Metal. Compact and Attractive. 
Over 300,000 in Use. 


Complete price $4950 including cards 
FREE 24-PAGE BOOKLET NO. M-400 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street @ New York 36, N. Y. 
(Circle number 119 for more information) 


Saves 














Now !—One Source for all 
your Loose Leaf Equipment 





The CESCO trademark is your 
assurance of the highest qual- 
ity obtainable in better loose 
leaf equipment . . . now avail- 
able direct from the Cesco 
factory at liberal factory-direct quantity dis- 
counts. 





WRITE TODAY FOR ILLUSTRATED 
FREE CATALOGS ON BINDERS 
[] Vinyl Ring [] Post O Transfer 
[] Binders for Marginal Punched Forms 
[-] Catalog and Advertising Covers 





CHECK AND ATTACH TO YOUR LETTERHEAD 





THE C. E. SHEPPARD CO. 
Established 1900 


44-45 21st St. Long Island City 1, N. Y. 
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How to build a business 






(Continued from page 32) 








Sil itise & 


Formsprag’s top management: (/ to r) Roger L. Daniels, chief engineer; Leo B. 
Zaremba, production manager; Charles F. Trapp, Jr., vice president; J. Lawrence 
Buell, Jr., president; and E. Reginald Davies, treasurer. 


nimity of purpose, and an under- 
standing of what each man must do 
for the company to reach its goals. 
No company, large or small, can 
operate smoothly without this un- 
derlying understanding.” 

Maximum delegation. Together 
with separating responsibilities and 
coordinating actions of his mana- 
gers, Buell delegated maximum 
authority to them, leaving it up to 
them to run their own departments 
in the ways they considered best. 
Except in matters of policy, he 
avoided giving direct orders—in- 
stead offered only advice and sug- 
gestions. Moreover he encouraged 
each of the managers to practice the 
same kind of delegation. 

Says Buell, “I’ve seen too many 
small companies suffer because the 
top man felt that management 
principles didn’t apply to a com- 
pany of his size—things like formal 
organization and delegation of au- 
thority. I’ve seen presidents order a 
maintenance worker around or 
telephone a salesman and direct 
him to call on a certain customer. 
A top executive who operates over 
the heads of his organization not 
only undermines the organization; 
he also makes his own job tougher 
because people soon expect him to 
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run the whole show single-handed.” du: 
From the beginning, Buell made We 
it clear that he was not going to run hae 
the show single-handed. He dem- ons 
onstrated that his job was going to the 
be one of policy-making, coordina- Bu 
tion and control. Tr. 
Realistic planning. To implement Sw; 
these responsibilities, Buell set to — 
work developing the foundation for sal 
a long range planning program. ene 
First step was a formalized one-year eo 
budget (and later a standard cost s ] 
system that immediately flags cost the 
variances ). 
“We are trying to chart our course 
as carefully as the largest corpora- 
tions chart theirs,” says Buell. At 
present we are able to plan realisti- 
cally two years ahead. We'd like to NC 
plan further but to do so intelligent- iy 
ly we'll have to wait until we have 
a longer background of corporate 
experience.” 
Buell’s planning and budgeting 
practices are based on.a proportion 
concept. He acquired the concept 
from a successful industrialist who 
impressed him with the idea that 
all business is primarily a matter of 
proportion—applying resources in 
different relative amounts to differ- 
ent aspects of the business. Al- 
though Buell does not cling to a 
MANAGEMENT METHODS DEC! 

















rigid proportional formula for 
Formsprag, he feels that the con- 
cept is a valuable guide in plan- 
ning. 

Management’s replacements. 
Buell’s job of tightening up the 
management of his small company 
was complicated by the need to 
make some management replace- 
ments. For example, in 1954, the 
company suffered the untimely 
death of its production manager. 
Buell filled this post by upgrading 
the assistant production manager. 
Later, however, there came the 
need to recruit a sales manager, 
Buell realized that Formsprag’s fu- 
ture growth was largely dependent 
on getting the right man for this 
key job. The selection was made 
even more important by the fact 
that Buell wanted the man who 
would fill this job to serve as the 
company’s second-in-command. 

Heading Buell’s list of possible 
candidates was a young man 
named Charles F. Trapp, Jr., area 
sales manager in Detroit of the In- 
dustrial Apparatus Division of 
Westinghouse Electric Corp. Buell 
had previously known Trapp as a 
competitor. Based on conversations 
the two men had had together, 
Buell had a strong hunch that 
Trapp would be _ interested in 
swapping his big company sales job 
for the opportunity to become the 
sales manager and second-in-com- 
mand of a small company with 
good potential. 

Buell invited Trapp to lunch, set 
the proposition before him and 









































discovered that his hunch was right. 
Trapp was attracted by the imme- 
diate chance to try out his own 
sales and management ideas, in- 
stead of waiting the many years it 
would take for him to reach the top 
sales level at Westinghouse. Fur- 
ther, as number two man at Form- 
sprag, Trapp knew he could create 
his own rewards and future secur- 
ity by making a major contribution 
to company growth. 

Trapp lost little time in accepting 
Buell’s invitation even though it 
meant no immediate salary ad- 
vantage to him. He joined Form- 
sprag as sales manager in August 
1955, was named vice president the 
next year. 

Management training. Buell 
didn’t stop at building a top staff 
of skilled executives. He undertook 
a program to help them sharpen 
their skills. He did it by devoting 
special attention to management 
training. 

Says Buell: “I definitely feel that 
it requires a higher degree of skill 
to handle a top job in a dynamic 
small company than in the average 
larger corporation. You have to be 
able to do more things well. That’s 
why we place special emphasis on 
management training.” 

At  Formsprag, management 
training is applied on a formal basis 
at all levels, from the top to the 
first-rung foremen. 

At the top, for example, Buell 
himself is an active participant in 
the American Management Asso- 
ciation. Vice President Trapp last 
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“It takes a 
small, special- 
ized firm to 
successfully 
market the kind 
of product that 
we have.” 

TRAPP 








Wilson & Co., Chicago, t1!. 


Do Your Storage 
Files “Stack Up” To 


STAXONSTEEL 


TRANSFER FILES? 


You too can save money, valuable floor space 
and increase record storage efficiency with a 
STAXONSTEEL installation. This unique file 
builds its own steel framework as you stack 
them to any height, side by side, conserving 
all space. Sturdy fibre-board files with steel 
framework, modern metal drawer pulls, at- 
tractive Bankers Gray fade-proof finish—your 
best solution to record stor- 

age problems. in five stock 

sizes: Legal Letter, 
Check, Tab Card and 
Freight Bill. 


2 for $10.70 


LETTER SizE 
PREPAID 
Slightly Higher in the West 





“ERS Write for Additional Information 
ie BANKERS BOX CO. dept. mm-12 
2607 North 25th Ave., Franklin Park, Illinois 


(Circle number 103 for more information) 





START YOUR NEW YEAR RIGHT WITH 


CONVOY “Chem-Board’’* 


RIGID, PERMANENT, INEXPENSIVE 
record storage FILES 


Chem-Board Storage Files are perma- 
nent. They cost and weigh about 50% 
less than steel; cost less than some cor- 
rugated paper files. They’re shipped 
assembled, ready for use. 
NOW-—smooth, staple-free 
fronts make them suitable 
even for “front-office” use. 
Available in letter, legal, 
check, deposit slip, tab card 
and many other sizes. 


*CHEM-BOARD IS RIGID- 
IZED CORRUGATED BOARD 
PROCESSED TO REMARK- 
ABLE STRENGTH. 


CONVOY, Inc. 


STATION B, BOX 216-M 
CANTON 6, OHIO 
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PRACTICAL 
SOLUTIONS 


TO MANAGEMENT PROBLEMS 


Find them in— 


THE DECISION-MAKERS 


by Richard R. Conarroe, Editor 
of Management Methods Magazine 


Sixteen idea-packed chapters reveal the 
professional manager with his sleeves 
rolled up, making the kind of imaginative 
decisions that bring a company out on top. 


You'll want to read THE DECISION- 
MAKERS for pleasure and profit 


Because— 


It gives you some of the country’s most dra- 
matic case histories of modern managers in 
action. 


Follow these top flight executives as they 
show you by their own example 


HOW TO-create tomorrow’s sales now... 
predict and reach distant growth goals... 
build a management staff...handle public 
and private finance... win cooperation from 
your union... get a new plant with no capital 
outlay ... work harder without ulcers 


and scores of other real problems with 
solid, imaginative solutions. 


THE DECISION-MAKERS is expanded 
from the now famous series in Management 
Methods Magazine, “Profile of a New Kind 
of Manager.” Together with narrative case 
studies, it contains how-to interviews with men 
like Lawrence Appley of the American Man- 
agement Association. 


This big 814” x 11” book is fully illustrated 
and beautifully bound in two editions: 


Standard*—blue Fabrikoid, 


silver stamped $10 
Deluxe—genuine pigskin, your name 
stamped in gold $15 


* 10-day free trial basis, Quantity discounts. 


An appropriate gift for business associates, 
management team, college library. 


ORDER YOUR PERSONAL COPY NOW! 
Bureau of Business Practice, 513 Garfield Ave. 
New London, Conn. 

Please send me on 10-day free trial ........ 


copies of Standard eaition of THE DECI- 


SION-MAKERS. 


Name. 





Company. 
Address. 
City. Zone——State 

0 Bill me 0 Bill company 0 Check enclosed 
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year attended the 13-week ad- 
vanced management course at Har- 
vard Business School. Treasurer E. 
Reginald Davies maintains a con- 
tinuing active interest in the Tax 
Institute; other executives attend 
university extension courses in De- 
troit. 

“In a big company,” says Buell, 
“there is a process of shoulder rub- 
bing that goes on among the vari- 
ous executives. In a small com- 
pany, there aren't that many peo- 
ple to rub shoulders with. Outside 
training programs fill that need.” 

Formsprag has used manage- 
ment training for foremen as the 
keystone of a drive to strengthen 
quality performance in the plant. 
When a number of machine opera- 
tors were upgraded to newly cre- 
ated foremanship posts, these men 
were literally sent to college. They 
were sent to a foreman training 
program at Wittenberg College in 
Springfield, Ohio. 

“They came back,” says Buell, 
“with a good deal of enthusiasm— 
and a basic understanding of what 
management is all about. Our in- 
vestment in educating these men 
in management has proved defi- 
nitely worthwhile.” 

Employee partnership. Foreman 
training has also been part of Buell’s 
effort to build what he calls “part- 
nership with employees.” 

He feels that a major competitive 
advantage small firms have over 
big ones is a better chance to build 
a feeling of unity among managers 
and employees. “This creates more 
efficiency and, in turn, lower labor 
costs,” says Buell. 

To maintain a framework for this 
kind of relationship, Formsprag 
management tries to extend itself 
for employees. The plant is air con- 
ditioned, for example, and Buell 
has established an impressive array 
of fringe benefits, with profit shar- 
ing now under serious consideration 
for the future. The company is not 
organized but pays rates higher 
than union scales. 

“We hope our people will con- 
tinue to feel that they don’t need 
a union to protect them from us,” 
says Buell, “not because we want 
to avoid giving employees their 
share of the company’s rewards, but 
because we want to avoid the costs 
of unionization itself. We'd rather 
invest the money in wage rates and 
employee benefits than in the costs 


and wasted time of haggling over 
petty details.” 

Formsprag’s management en- 
deavors to communicate its philoso- 
phy to its employees but Buell has 
firmly rejected the idea of regular 
written communication such as an 
employee newspaper or newsletter. 

“We don’t want to preach to our 
people,” says Buell. “An employee 
paper for a small firm is fine for the 
first few issues, but then about the 
12th issue you begin to run out of 
ideas and start preaching. We don’t 
want to do that.” 

Buell prefers to rely on oral com- 
munication through foremen, and 
top management’s own contact with 
employees. 

“As far as I personally am con- 
cerned,” says he, “part of the pleas- 
ure of running a small company is 
that the job permits you to walk 
through the plant and know every- 
body by name, know what each 
man is doing, and know that, be- 
cause of your close contact with 
them, these people really do hold a 
feeling of partnership with you and 
the company.” 

Results. The actions and manage- 
ment concepts that President Buell 
has applied to his small company 
have netted positive results. As the 
management grip tightened a new 
spirit emerged. As the management 
pulled together and as workaable 
practices and procedures replaced 
emergencies and turmoil, the profit 
picture brightened. President Buell 
began to reap the personal job satis- 
faction he had sought in his shift to 
a small company. 

During Buell’s first three months 
on the job, Formsprag Co. lost mon- 
ey. But after that, the operation 
moved into the black and Buell was 
able to report a worthwhile net 
profit at the end of his first fiscal 
year. The next year, sales of slightly 
over $1 million produced after-tax 
earnings of $72,000. By last year, 
sales had tripled to over $3 million 
and net profits were up to $252,000 
or 8.4% of sales. The payroll in- 
creased from 60 employees to ap- 
proximately 175. The company’s net 
worth nearly doubled from $595,000 
in 1954 to over $1 million in 1957. 
Formsprag stock, sold over the 
counter, increased in value accord- 
ingly. 

Significantly, during recessionary 
1958, Formsprag’s sales and earn- 
ings have been up slightly, rather 
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than down, despite the fact that the 
company counts among its custom- 
ers the auto and other industries 
hard hit by the recession. 

Part of Formsprag’s basic strength 
is in its product specialization and 
market diversification (now ex- 
panded to include world markets 
through a sales and licensing agree- 
ment with a British firm). 

The kind of sales programs that 
have kept this company on solid 
footing even in a year of economic 
troubles are detailed in the follow- 
ing section. 


PROBLEM NUMBER 3: 


How to sell a “hard sell” 
product 


The small firm builds its strength 
by diversifying its markets in- 
stead of products. 


™ At Formsprag Co., sales disad- 
vantages seemed at face value to 
outnumber and overshadow sales 
advantages. 

Formsprag had only one basic 
product, an overrunning sprag 
clutch developed during the war. 
It had been adapted for various 
machine and equipment uses but 
because it was new and obscure, 
tough pioneer effort was required 
to sell it. And the product had 
strict limitations. 

Formsprag had only the nucleus 
of a sales organization. Shortly be- 
fore President Buell joined the com- 
pany late in 1953, the decision had 
been reached to discontinue use of 
another firm as sales agent and to 
create Formsprag’s own sales force. 
At Buell’s arrival, only a handful of 
salesmen were in the field. Further, 
many distributors who had agreed 
to carry Formsprag clutches were 
not able to sell the product proper- 
ly, since they understood it little, if 
at all. 

Formsprag had no real sales or- 
ganization or program at head- 
quarters. Sales records and promo- 
tion materials were lacking; the 
mailing list and catalog were unus- 
able. No organized system existed 
for handling inquiries or sales leads. 
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A Baltimore Business Forms 





PROBLEM: High volume of factory orders, each requiring the 
completion of 9 different forms 


SOLUTION: Baltimore Business Forms’ Continuous Handytab 
Forms, plus imagination 


Here’s a case where the creative think- 
ing of Baltimore’s trained forms de- 
signers turned a headache into a simple, 
efficient operation. Factory paperwork 
called for the writing of nine different 
forms to cover each order . . . and 
there were lots of orders. 

The problem was solved with a com- 
bination set of Baltimore’s Handytab 
Continuous Forms, fed into the type- 
writer as a unit. One typing completed 
all nine forms, and up to 500 orders 
could be handled without reloading. 

The completed forms were removed 
as two separately bound sets. From the 
first set, the customer acknowledgement 
copy was removed and immediately 
mailed. The balance of the set, contain- 
ing original and duplicate invoice, 
accounts receivable copy, posting copy, 
and extra copy, was retained in a 
vertical file and completed upon notice 
of shipment. 

The second set was sent as a unit to 
the plant to supply production infor- 
mation. Quantity shipped, and other 


shipping data was inserted by pencil 
or typewriter. The set was separated, 
supplying packing slip, shipping label, 
factory record copy, and district office 
notification of shipment copy. Factory 
record copy was then forwarded to 
billing for completion of invoice. 

If your operation handles a high 
volume of orders, perhaps this system, 
or a modification thereof, is for you. 
A Baltimore Business Forms trained 
forms designer can quickly analyze your 
problem and, selecting from a complete 
line, suggest the most practical forms 
for you. Odds are, he’ll find ways to 
save you time and money. 

Give your Baltimore Business Forms 
Representative a call . . . no obligation, 
of course. He’s listed in the Yellow Pages 
under ‘Business Forms’ or “Sales 
Books.” If you prefer, write direct, out- 
lining your problem, for free samples 
and recommendations. The address 
is: THE BALTIMORE BUSINESS FORMS 
ComPANY, 3142 Frederick Ave., Balti- 
more 29, Maryland. 


Baltimore Business Forms 


THE BALTIMORE BUSINESS FORMS COMPANY — 


DIVISION OF THE BALTIMORE SALESB8OOK COMPANY 


Saving time and reducing costs in business and industry 


CONTINUOUS 
FORMS NCR FORMS 


(no carbon required) — 






HANDYSET ONE-TIME 
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SAVE TIME 


Clerks file faster with Space- 
finders, save initial cost yearly. 
These proven savings result 
from unmatched visibility and 
accessibility. 


SAVE SPACE 


Each Spacefinder gives you 204 
visible, accessible, filing inches 
—holds a stack of papers 17 
feet high! 


SAVE MONEY 


Handsome Spacefinders cost 
less because fewer units do the 
job. You save rent, filing more 
in less space. 


DO A BETTER JOB 


Because Spacefinders provide 
the speed, convenience and 
economy of shelf files with 
dust, dirt, fire protection of 
drawer files. 
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t Executives —_ 


LET US SHOW YOU HOW YOUR 
COMPANY CAN PROFIT BY LOCAT- 
ING IN THIS FAST GROWING AREA. 


A 24 section, complete economic analy- 
sis has just been prepared to supply you 
with complete data which will assist in 
determining how your particular man- 
ufacturing or statewide, national/inter- 
national distribution operation can 
profit here. This important study will be 
mailed to you free of charge—in strict- 
est confidence—if you write, on your 
letterhead, to the address listed below. 


Please .. . no employment applications. We are deluged with resumés 
from engineers, tool makers, technicians, Ph.D.’s, etc., and cannot 
possibly aid in placement requests as we already have a tremendous 
surplus of skilled and professional labor here now. Sorry. 


John N. Gibson, Director 
DADE COUNTY 
DEVELOPMENT DEPARTMENT 
Section: 48 
Chamber of Commerce Bidg. « Miami, Florida 
An agency of the Metro 


politan Miami government 
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TAB PRODUCTS Co. . 

995 Market St., San Francisco 3 . 
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Sales ideas were being created, but 
not carried out. 

Balanced against these heavy dis- 
advantages, however, was a key ad- 
vantage: the perfectability, adap- 
tability and almost limitless market 
potential of Formsprag overrunning 
clutches. Properly adapted in size 
and design, the product could be 
used in practically any major type 
of machinery or equipment where 
a turning part is backstopped, 
overrun or indexed. 

It was this kind of potential that 
attracted President Buell and later 
Sales Manager Trapp to Fromsprag. 
They perceived that what the busi- 
ness lacked in product diversifica- 
tion could be more than made up 
through market diversification. 

The problem was to make this 
key sales advantage offset the many 
sales disadvantages. 


THE ANSWER 


As soon as he moved into Form- 
sprag, President Beull called for a 
new, stronger sales program, based 
on ideas from his own sales manage- 
ment experience. 

The real shaping of the new sales 
effort, however, occurred after Sales 
Manager Charles Trapp joined the 
company. While Buell concen- 
trated on the other company prob- 
lems, Trapp set out to built a 
more complete marketing organiza- 
tion, establish stronger sales poli- 
cies, train salesmen, weed out poor 
distributors and add stronger dis- 
tributor outlets. 

For the first six months, Trapp 
threw himself into his job on a six- 
and seven-day week basis, straight- 
ening out snarls and handling de- 
tails that had been neglected. To 
replace the old, error-filled catalog, 
he whipped together a small, ab- 
breviated catalog designed to serve 
as a stop-gap while a complete new 
edition was being prepared. He un- 
dertook an advertising campaign in 
trade magazines aimed at attract- 
ing better distributors. 

Sales records. Trapp attacked the 
problem of sales records by estab- 
lishing a record system to show 
what was sold, who sold it, who 
bought it and what it was used 
for. 

Says Trapp: “We devised a way 
to classify all our customers and 
prospects, and to maintain infor- 
mation about them on Keysort 
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punched cards. The cards are filed 
in three groups: inquiries, proto- 
types, customers. Every time we 
get an inquiry, for example, from 
a firm not already in the file, we 
make out an inquiry card, punched 
to tell us what stimulated the in- 
quiry, the firm’s type of business, 
and so on. This enables us to insure 
complete follow-through on all in- 
quiries, and to evaluate the effec- 
tiveness of our various advertising 
and product publicity programs.” 
Sales Manager Trapp also filled 
Formsprag’s service record vacuum. 
He instituted a system of monthly 
reports that pins down responsibil- 
ity when a clutch fails and requires 
repair. If a salesman or sales engi- 
neer is at fault, the servicing costs 
are charged to the sales depart- 
ment; if the problem is due to faul- 
ty manufacturing, the service is 
charged there. But, if the fault 
should be found to lie with the en- 
gineering department, not only is 
the cost budgeted to engineering; 
work is undertaken by the engi- 
neers, working with the service peo- 
ple, to improve the design and 
eliminate the fault in future models. 
Sales analysis: One of Trapp’s 
other immediate steps was to un- 
dertake a market analysis for his 
product. He was inexperienced in 
this type of research activity, so he 
burrowed into all the books he 
could find on the subject. His mar- 
ket analysis was an unsophisticated 
one, but it pointed up the major in- 
dustries and locations holding the 
strongest sales potential for Form- 
sprag. He found, for example, that 
one of the best potential markets 
was in California, where the com- 
pany had no distribution at all. As 
a result, a distict office was quickly 
opened in Los Angeles, and distrib- 
utors recruited along the coast. 
Production perfection. One of 
Trapp’s best assets as sales manager 
turned out to be his engineering 
degree from Carnegie Tech; it 
gave him the ability and status to 
work with company engineers on 
their own ground. By improving 
coordination between sales and en- 
gineering, Trapp was able to help 
motivate engineers to become more 
sales oriented. Information began to 
flow steadily back from salesmen 
and servicemen in the field to the 
drawing boards and the testing lab 
in the Formsprag plant. Under the 
direction of Chief Engineer Roger 
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wae PITNEY-BowWES, INC. 
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~ 4573 Walnut Street, Stamford, Conn. 


... originator of the postage meter... 
offices in 107 cities in U.S. and Canada 





e Checks in your morning mail 
can becollectedand depositedearlier 
—if you use a MailOpener. And 
prompt distribution of the mail gets 
work started sooner, adds minutes 
to the business day. 

e Stop stabbing your mail with 
dagger type letter openers! A Mail 
Opener trims a hairline snip off the 
envelope, leaves contents intact— 
is neater, more efficient. Works as 
fast as you can feed it. Handles any 
size or weight envelope. Three 
models, hand or electric, for any 
office—even the smallest. 

e Phone any PB office for a demon- 
stration of a MailOpener in your 
office—no obligation. Or write for 
free illustrated booklet. 


FREE: Send for handy desk or wall chart of 
new postal rates, with parcel post map 
and zone finder. 
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PHOTO PANELS 


the Quick, Easy Way to Reproduce Lists 
for Directories, Catalogs, Indexes, Etc. 
JUST TYPE-PHOTOGRAPH-REPRODUCE 


Save time and expense of typesetting; your typewriter is your compositor. Each line 


typed on individual card. Revisions quickly made, listings added or deleted, page 
arrangements changed and illustrations or headings added. 

Always available for instant reference or use, easily kept up to date in your office 
and under your control, conveniently and compactly filed. 

Reproductions can be made any proportionate size and printed by offset, plano- 
graph or other methods of commercial or office reproduction. 


ACME VISIBLE RECORDS, INC., Crozet, Virginia 


District Offices and Representatives in Principal Cities 


ACME VISIBLE RECORDS, INC., Crozet, Virginia 


(0 Send us more information and literature on 
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This free, attractive booklet points 
the way to custom-built creations 
that promote good will. 


Write for your free copy today. 


IRONS & RUSSELL COMPANY 


INDUSTRIAL DIVISION 


Cullen Manufacturers ava 186/ 


95 Chestnut Street, Providence, R. I. 
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“DATA-SKED’ 


A NEW METHOD of schedul- 
ing or controlling TIME and 
COSTS! 


For Systems with or without 


AUTOMATION. 

UTILIZES uniform low cost 
80 or 90 column tabulating 
card documents — blank or 
prepunched. 


A new use of card docu- 
ments while in suspense — 
no need to create duplicate or 
other transcribed cards. 


ELIMINATES non-integrated tickets, pegs, forms or any other extra 


devices. 


Flexibility of design permits custom construction to your individual 


requirements. 


Helps you SCHEDULE 


MEN AND MACHINES 











keeps schedules current 


Schedule machines, IBM equipment, jobs, orders, 
deadlines, etc. by writing directly on Mylar sleeve. 
One Rol-a-chart keeps track of 80 items for 84 
hours, 12 weeks, or 12 months. Nothing can be over- 
looked as each deadline moves up to the present. 


No matter what controls you now use or contemplate 


SEND FOR FREE LITERATURE 


with actual size trial chart area. 


Reb a-chard.°4*25-° 


Conley, Baltzer & Steward 
494 Jefferson St., San Francisco 9 
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C. H. STORRS & ASSOCIATES 


Management Engineers 


Progress Building + 


11101 Frankstown Road : 
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Newest visual control 


Pittsburgh 35, Pa. 








L. Daniels, the product line began 
to expand, improved new designs 
were created, and the range of pos- 
sible applications was greatly ex- 
panded. With a better, more adap- 
table product line to sell, Trapp 
stepped up Formsprag’s advertising 
and began to draw inquiries from 
more and more different types of 
industry. Finally, the company was 
able to count 3,000 different users 
of Formsprag clutches—from small 
clutches in sewing machines with 
only a few inch-pounds of capacity, 
to huge clutches in heavy industrial 
machines with over two tons of 
capacity. 

To handle this increasing volume 
of business, Trapp beefed up the 
sales department with new per- 
sonnel, until the department now 
consists of nearly 30 people, both 
at headquarters and in the field, 
plus manufacturers’ representatives 
in those markets too small to war- 
rant a Formsprag district office. 

Sales compensation: Even before 
Trapp joined Formsprag Co., Presi- 
dent Buell had recognized the 
need to attract and hold top calibre 
salesmen in his small company. 
Buell’s thinking was that if Form- 
sprag were to achieve its full poten- 
tial, it would need the same kind 
of district managers and sales engi- 
neers as those holding good sales 
positions in much larger industrial 
concerns. But how could small 
Formsprag compete for these men 
on a par with bigger, better known 
companies? 

Buell decided that one answer 
was for Formsprag to have a sales 
compensation plan equal to the 
plans of the bigger firms. Conse- 
quently, he adapted for Form- 
sprag’s purposes the sales compen- 
sation plan that he himself had 
worked under at Reliance Electric 
and Engineering Co. The plan, as 
revised for Formsprag’s purposes, 
works like this: 

District managers and sales engi- 
neers are paid an ample, liveable 
base salary plus a commission. The 
company pays all expenses in- 
volved in the operation of each 
sales district, but uses these costs 
as a factor in determining com- 
missions. 

A district manager's commission 
is determined by adding his salary 
and the district expenses together, 
multiplying the sum by eight, and 
subtracting the resulting figure from 
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the dollar volume of shipments into 
the territory. The district manager's 
commission is 3% of the figure that 
results. 

For sales engineers and trainees, 
the same basic formula is used, but 
it works this way: the man’s own 
sales expenses are added to his sal- 
ary, multiplied by eight and sub- 
tracted from the dollar volume of 
orders shipped to his customers. He 
gets a 2% commission on the result- 
ing figure, and his district manager 
gets an additional 1% commission 
on this amount. 

“This method of sales compensa- 
tion,” says Buell, “serves the double 
purpose of motivating salesmen to 
build sales and keep their selling 
costs down.” 

Salesman status. Formsprag does 
not depend exclusively on compen- 
sation to attract and hold the highly 
effective salesman. The company 
also considers the man’s need for 
prestige and status—both to help 
him in his sales job and to satisfy 
his own need for self-esteem. 

“In a big, well-known company,” 
says Trapp, “the company name 
itself gives the salesman status and 
opens doors for him. In a small, less 
well-known company, this may 
not be true.” 

Trapp takes the position that one 
of the best ways to provide a sales- 
man with a symbol of his company 
—and community—status is by pro- 
viding him with an automobile bet- 
ter than the low-priced, stripped 
down model provided to salesmen 
by many companies. Trapp explains 
his thinking this way: 

“I became acutely aware of the 
salesman’s automobile problem 
some time ago. I felt that many 
companies didn’t use good judg- 
ment in expecting sales personnel 
—$10,000 to $12,000 a year men 
—to ride around in three-year-old, 
stripped-down models of the cheap- 
est cars on the market. It doesn’t 
adequately reflect the importance 
of the company; it doesn’t give the 
men themselves sufficient standing 
either with their customers or their 
own neighbors. As a result it has a 
bad psychological effect on them 
which is bound to be reflected 
adversely in their sales. While I was 
at Westinghouse, I helped to gather 
facts about the cost of operating 
salesmen’s cars. This survey showed 
that, taking into consideration the 
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FIGURING WITH THE NEW mates 


Omptometer 
ustomatic 


WITH NEW SPEED-UP FEATURES 


It’s the cost per calculation that counts! The Customatic Comptometer’s famous 
features, augmented by new advancements; enable you to get more.and better work 
done, at still less cost. 


New Customatic Key Control. Instantly sets to individual touch. Built-in floating 
action stops finger-fatigue. 


New Instant Electric Clearance. Touch the bar—dials are instantaneously cleared. 


New Eye-ease colors—and all the other famous Comptometer features: Accuracy 
Key—insures complete registration; giant-size, easy-to-read numerals; Direct-Action 
Keys for speedy answers (no intermediate operations); and many others for greatest 
operating ease, economy and time-saving efficiency. 


Let us prove this in your office FREE. 


Now lease any Comptometer business machine on a nationwide leasing plan through 
Comptometer offices. 


COMPTOMETER CORPORATION 
1712N. Paulina St, Chicago 22, illinois 


(- Arrange free office trial for me on: 

1 Send me literature on: 
CO Comptometer Customatic 
(© Comptometer Comptograph “220M” 
(1 Comptometer Commander 

















Name 
Firm 
Comptometer Comptograph “220M” — Comptometer Commander —|nsures ac- 
with new multiplication key—more curacy in dictation. Lifetime Mag- Address. 
features than any other 10-key netic belt saves far more than ma- 
listing machine. Mail coupon. chine costs. Try it today, FREE. oo ee 
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AUTOMATIC 
AIRTUBE SYSTEMS 


give telephone speed to paperwork 


We’re not planning to send Airtube carriers 
to the moon. But we do know a lot about 
inner space—the space enclosed by the walls 
and ceilings of your offices and plant. 

We know too, that as businesses expand, 
communications between offices and 
departments often become sluggish and 
uncertain. Perhaps you’ve noticed— 

and criticized—unwarranted delays in 
handling paperwork in your operation. 





For large spaces or small, Lamson 
Automatic Airtube Systems deliver 
correspondence, punch cards, drawings, 
samples, tools and small parts with telephone 
speed. Each carrier automatically selects 
its proper destination, saving men, 
minutes and money. 





The Lamson field engineer in your area 
will gladly make a study of your operation, 
at no cost to you. Write us. 


LAMSON CORPORATION 
1202 Lamson Street, Syracuse 1, New York 





Plants in Syracuse and San Francisco © Offices in All Principal Cities 


Manufacturers of Pneumatic Airtube* Systems * Selective Vertical Conveyors »* Food Service Systems 


*Trade Name 
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market value of a car when it comes 
time to trade it in, the stripped- 
down models are definitely a false 
economy-—strictly from a_ dollars- 
and-cents point of view. 

“The automobile a man drives is 
recognized as being one of the most 
generally acknowledged _ status 
symbols today. That’s why at Form- 
sprag we now supply our district 
managers with cars in the medi- 
um price range—Oldsmobiles and 
Buicks. Ours sales engineers get top 
models of either Ford, Chevrolet or 
Plymouth. All the cars are com- 
pletely equipped. We lease them 
under a fleet rental contract from 
Hertz, and each man gets a new 
car every 16 months or 40,000 miles 
—whichever comes around sooner. 
We feel this policy is a definite 
economy. In addition, it makes our 
sales people better salesmen.” 

Small vs. big business. Can a 
small, one-product company  sur- 
vive in the battle for sales against 
companies that are in the big busi- 
ness category? Formsprag Co., with 
fewer than 200 employees and an 
annual sales volume of only about 
$3 million, is evidence that a small 
company can not only survive, but 
prosper. 

Because it has adapted to its 
small operation the sound manage- 
ment methods perfected by bigger 
firms, Formsprag is able to realis- 
tically set a short range goal for 
itself of earning a 10% net profit on 
its sales—a profit level well beyond 
the reach of most big businesses. 

Says Vice President Trapp: “Let’s 
face it, one reason Formsprag is a 
highly profitable company is that 
our product is used in few num- 
bers in a lot of industries. The vol- 
ume is not large enough for big 
companies to want to get into it in 
a major way. It takes a small, spe- 
cialized company to provide the 
kind of individualized customer 
service required to successfully 
market the type of product we 
have.” 

President Lawrence Buell scoffs 
at any ideas that small companies 
are at a handicap. 

“Service through specialization is 
the touchstone to success for any 
company that can’t compete in 
terms of size,” he says. “The small 
business that fails to face up to this 
fact isn't being killed off by big 
business or anybody else; it is sim- 
ply committing suicide.” ™ 
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Looking for 
cost-cutting ideas? 


The most significant cost-cutting 
methods developed in the last 12 
months are offered in the all New 
1958 Proceedings of 10th Annual 
Meeting of the Systems & Pro- 
cedures Association of America 


NCE A YEAR the Systems and Pro- 

cedures Association of America holds 

a 3-day inter-nation meeting at which 
they review their most recent efforts in the 
control of administrative overhead. Each 
talk, each seminar, is carefully recorded, 
transcribed and edited for the benefit of 
members who are unable to attend. The final 
product is a 512-page hardbound and in- 
dexed volume of practical solutions to ad- 
ministrative problems. 


Again this year SPA has over-printed a very 
limited number of copies for non-member 
executives. We have obtained exactly 500 
copies for distribution and sale to the read- 
ers of MANAGEMENT METHODS. Be- 
cause we are so confident that this book can 
help you slash overhead and streamline the 
efficiency of your operations, we are able to 
make this unusual offer: 


SEND NO MONEY, TAKE 10 DAYS 
TO EXAMINE IDEAS FOR MANAGE- 
MENT AT YOUR LEISURE. UNLESS 
YOU OBTAIN AT LEAST ONE COST- 
CUTTING IDEA, IN THAT PERIOD, 
RETURN THE BOOK WITHOUT OB. 
LIGATION. OTHERWISE WE’LL BILL 
YOU FOR ONLY $16.00. 





| Management Publishing Corporation | 
| Room 12—22 West Putnam Avenue | 
Greenwich, Connecticut | 


Please send me a copy of “Ideas for Man- 
agement” for a FREE 10-day examination. 
| Within 10 days | will either send payment for 
$16, or return the book without obligation. 
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Agency: Hutchins Adv. Co., 


| YOUR 
COMMUNICATION 
PROBLEM 
IS INTERNAL! 





and 


DuKane 


can solve it 


Instant communicationby DUKANE 
saves time and steps. DUKANE 
provides dependable intercom, pri- 
vate automatic telephone, paging, 
emergency alarm and evacuation, 
and background music facilities. 
DUKANE systems may be used 
separately or in combination, for 
complete flexibility and versatility. 
DUKANE’S communication sys- 
tems are custom-engineered from 
mass-produced components— give 
you the most economical com- 
bination for your individual com- 
munication needs. 
ONE SYSTEM...ONE MANUFACTURER...ONE RESPONSIBILITY 
GIVES YOU 


emergency evacuation 
time and work-break 


background music 
private telephones 


signals complete 
inspection control intercommunication 
DuKa NE 





DuKane Corporation, Dept. MM.128-S 
St. Charles, Illinois 


Send me information on DuKane systems 
for better business management. 


Name 








Company 


Address 





City & State 





DuKane sound systems are installed and serviced by 


a Coast-to-Coast network of 
more than 300 engineering distributors 





(Circle number 151 for more information) 
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COTTON ' pays its way 
at toll road restaurants 























*Fairfax Toweling used by these 
Glass House restaurants are sup= 
plied by Elkhart Clean Towel 
Service, Elkhart, Ind. 


@® Every thirty miles a Glass House restaurant—that is how travelers are 
served on the Northern Indiana Toll Road. The ten restaurants operated 
by The Interstate Company provide delightful stopping points along this 
major East-West artery, and are outstanding in cuisine, service, design 
and furnishings. 

With their emphasis on service and personnel, it is hardly surprising to 
note that Interstate has provided cotton toweling in all employee wash- 
rooms. Management reports “washrooms always kept neat and clean... 
with the use of toweling.” 

No doubt you can use this neatness plus in your plant, building or insti- 
tution. It goes along with reduced maintenance cost, reduced fire hazard. 
Get all the facts about all the advantages of cotton towel service. Write 
for free booklet, Fairfax, Dept. R-12, 111 West 40th St., New York 18, N. Y. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


Pp 
oT oO, 
= a 


Fairtax Towels ‘&*: 


WELLINGTON SEARS COMPANY, 111 WEST 40TH ST., NEW YORK 18, N.Y. 
(Circle number 140 for more information) 
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MANAGEMENT METHODS 











For more information on any advertisement or keyed editorial 
item, fill out the card below, circle the appropriate key num- 
bers, detach, and mail. We pay the postage. Please use card 
number 1 first. Key numbers appear under most advertise- 


ments. 


PTs. ee) ee eee ee ee 


FREE READER SERVICE CARD 


103 
115 
127 
139 
151 
163 
175 
187 
199 
211 
223 
235 
247 
259 


110 
122 
134 
146 
158 
170 
182 
194 
206 
218 
230 
242 
254 
266 


11 
123 
135 
147 
159 
171 
183 
195 
207 
219 
231 
243 
255 
267 


ee | 


ee 


ee 


100 101 102 
112 -113—=O«114 
124 125 126 
136 137 138 
148 149 150 
160 161 162 
172 173 174 
184 185 186 
196 197 198 
208 209 210 
ee 
232 233 234 
244 245 246 
256 257 258 
2 DEC. 
Name 

Title 

Company 
Address 


Number of employees in your firm 


Type of business 


104. 105 106 107 
116 117 «#«2118~«#21N9 
128 #129 130 —=«=131 
140 141 142 143 
132 183 334 156 
164 165 166 167 
176 177 178 179 
188 189 190 191 
200 201 202 203 
212 213 214 215 
224 225 226 227 
236 237 238 239 
248 249 250 251 
260 261 262 263 
PLEASE PRINT 
Zone ........ 


108 109 
120) (121 
132 = 133 
144 145 
156 157 
168 169 
180 181 
192 193 
204 205 
216 217 
228 229 
240 241 
252 253 
264 265 
State 








[_] Bill company 


|] Send Management Methods for one year at $5.00 
}] Bill me 





FREE READER 


100 +101 
112) «113 
124 125 
136 137 
148 149 
160 161 
172 173 
184 185 
196 197 
208 209 
220 221 
232 233 
244 245 
256 257 


102 
114 
126 
138 
150 
162 
174 
186 
198 
210 
222 
234 
246 
258 


103 
115 
127 
139 
151 
163 
175 
187 
199 
211 
223 
235 
247 
259 


SERVICE CARD 


104 105 106 107 
TIO. UiF Vis 119 
128 129 130 = 131 
140 141 142 143 
152 153 154 155 
164 165 166 167 
176 177 #178 ~=«#4179 
188 189 190 191 
200 201 202 203 
212 213 214 215 
224 225 226 227 
236 237 238 239 
248 249 250 251 
260 261 262 263 
PLEASE PRINT 
BORE vnvsices 


Number of employees in your firm 


Type of business 


108 
120 
132 
144 
156 
168 
180 
192 
204 
216 
228 
240 
252 
264 


109 
121 
133 
145 
157 
169 
181 
193 
205 
217 
229 
241 
253 
265 


110 
122 
134 
146 
158 
170 
182 
194 
206 
218 
230 
242 
254 
266 





WI 
123 
135 
147 
159 
171 
183 
195 
207 
219 
231 
243 
255 
267 


FP eee EES 


a 








Bill me 


Send Management Methods for one year at $5.00 
(|_| Bill company 
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UNEQUALLED SPEED! The R« 
light touch and instant response 
of all. Work is done in record tin 


MATCHLESS REPRODUCTION! 
fuzzy ones. You get the sharpe 
ever to come out of a typewriter 


WIDEST TYPE CHOICE! Choos 
type faces. There’s one to fit yo 


EASIEST TO OPERATE! Conv 
Magic® Margin and Twin-Palk 
fingers never touch—save time, c 


Call your Royal Representative 
trial. Your old typewriters are w 


* ROYAL ELITE, one of 


the bus 





* Cut typing costs with the 


world's most modern electric! 


! The Royal Electric’s unique feather- 
response make it the fastest typewriter 
record time! 


UCTION! No heavy characters, no faint, 
he sharpest, most perfectly aligned work 
ypewriter. 


E! Choose from 74 exclusive, distinctive 
> to fit your business perfectly. 

E! Convenience features like exclusive 
Twin-Pak, the instant-changing ribbon 
ve time, cut typing fatigue to a minimum. 
esentative for a demonstration and free 
ters are worth plenty in trade. 


TE, one of 74 Royal type styles. 


2 business-minded 


A2OP948 BO tits 40 tii fits 





There are more Royal Typewriters in office use 
than any other make. 


electric 


Product of Royal McBee Corporation, 
world’s largest manufacturer of typewriters. 


(Circle number 133 for more information) 
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Howard 


...and a very white New Year, as well 


All Howard papers now offer a degree of bright, 
bright whiteness that must be seen to be fully 
admired. Whether it be a mimeograph sheet or 
a grade of offset, the white is wonderfully white, 
indeed! And that is true of all the papers in the 
large lines made by the four divisions of Howard 


Ask for 


Howar 


Bonds + Ledgers « Mimeograph + Duplicator «+ White Print 
Process Master Papers + Letterpress and Offset Papers * Envelopes 


*FOUR DIVISIONS: HOWARD PAPER DIVISION, Urbana, Ohio -AETNA PAPER DIVISION, Dayton, 
Ohio— MAXWELL PAPER DIVISION, Franklin, Ohio—-DAYTON ENVELOPE DIVISION, Dayton, Ohio 


(Circle number 121 for more information) i 














Paper Mills, Inc.,* all of whom are pleased to 
extend their wishes for a pleasant Christmas 
and a successful New Year. 


P.S. While we’re proud of our white, have your 
printer or paper merchants show you Howard 
samples in colors, too. 


HOWARD 
PAPER MILLS, 
INC. 
Dayton, Ohio 





C)> 





